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KOARELT- WAY 


ORDER FROM YOUR DISTRIBUTOR 


NEW YORK .. . . 43-51 West 36th St. 
ATLANTA. ..... .. . Melvin S. Roos 
BALTIMORE . . .. .William’s Corporation 
BOSTON. ... . . Eastern Displays, Inc. 
BUFFALO .. .. . Samuel C. Dutch & Son 
CHICAGO... . ... .. Hecht Fixture Co. 
CINCINNATI . . . General Display Corp. 
CLEVELAND . . Pribil Display & Sup. Co. 
DENVER... .. .. . Walter W. Martin 
DETROIT... . .. The Art Products Co. 
KANSAS CITY. . National Equipment Corp. 
LOS ANGELES | . Grossman & Silvers, Inc 
MINNEAPOLIS L. E. Hier Display Equip. Co 
NEW ORLEANS. . . Gulf States Display 
PHILADELPHIA Naythons Display Fixture Co 
PITTSBURGH ._. Deweese Display Equip. Co. 
PORTLAND . .. . Northwest Display Equip 
ST. LOUIS. . . Midwest Disp. Equip. Corp. 
SAN FRANCISCO Kehoe Display Fixture Co 
MONTREAL. . . Miller's Dis. Fixts., Reg'd. 
HONOLULU. ...... .. . Bader's 








SYMBOLS of VICTORY ! 


~———_ FOR YOUR WINDOWS AND INTERIORS 
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7 STENSGAARD OFFERS 44 COLORFUL DESIGNS IN NEW OFFICIAL 
D. ” * “ 
; 3 om ——— he é (COMMERCIAL MURALS) 
4 7 Mier ad These new official insignia of our Army Air Force 
: al Squadrons . . . their mascots . . . omens of good 
/ ; luck! They are new . . . colorful . . . patriotic... 
omy interesting . . . and people will be anxious to see 
7 a - vee Ki them! They will also help you sell more bonds and 
ee | Be stamps and will attract more attention to your displays. 
SHOW THEM EFFECTIVELY IN YOUR 
WINDOWS x* ON POSTS * ON COUNTERS 
LEDGES, WALLS, SHELVES x OVER 
THE ELEVATORS — EVERYWHERE! 
v6 POSTERS 
Size 22” x 28”... FREE . .. just off the press—brochure 
ba aan showing these posters and comuras NY 
Son stock. with suggestions and sketches on how oe 
Co oe. BUY U.S. WAR BONDS AND STAMPS to use effectively. WRITE TODAY! imswemnne 
orp. 2 SETS (8 POSTERS) 4 oe | 
ONLY $13.75 eo 
Co. 
artin 
Co. 7 
orp 
Inc in iil 
Co 
play 
Co 
Co. VERTICAL 
quip : co m U ra 
”. vie 15° x 90" .. | 
- Processed in Rich Oil 
~0 Colors on Vv 
pone Bes Ast HORIZONTAL COMULFG Size 15 x 90 —Processed in Rich Oil 


Colors on heavy stock. $3.50 EACH, 3 for $10 


W.L. STENSGAARD & ASSOCIATES, INC., 346 NO. JUSTINE ST., CHICAGO 
NEW YORK OFFICE: 30 ROCKEFELLER PLAZA * OAKLAND OFFICE: LEAMINGTON HOTEL 


Styled by Tom Lee for the 
tropolitan Museum 





MARY BROSNAN STUDIO Mannequins 
stvled by TOM LEE for the Renaissance 
in Fashion Exhibition at the METROPOLITAN 
MUSEUM of New York. 

Details and photos on request 


Shown here are only some of the entire series on display nou’ al 


JAS. B. WILLIAMS, ING. 498 Seventh Avenue, New York 


SOLE DISTRIBUTORS OF MARY BROSNAN STUDIO MANNEQUINS e CYRILLE STEINER FIXTURES 
MEMBER OF NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 
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1942 THE COVER OUR NEXT ISSUE 


J. W. Campbell, Carson Pirie Scott & Co., Chi- 
: , ‘spl a" cago, created the series of "Dig for Victory" dis- ; 
heads must give more time to display than they plays of which the cover illustration this month is goes into the mail—bigger and better than 


have in the past—and they must not only do sO one, Others will be found elsewhere in this issue. 


with their publicity director and display man- Each setting was characterized by a mammoth can i 
from which sprung beans, peas, tomatoes, and the photographs—last minute details of the com- 


"It is my considered opinion that many store On June 15 the Special Convention Issue 


ever before—replete with timely articles and 


ager but must see to it that department man- , ’ wed P 
like. Merchandise emphasis was of course on casua plete I. A. D. M. "Display For Victory" pro- 


agers and department display assistants are more y.41 Show cords were headed: "Oh, for the life 
than ever conscious of the need.""—Hal W. Ken- of g Victory cardener!" . . . (Photographs by cour- 
aston, president, O'Neill & Co., Inc., Baltimore. tesy of F. A. Kuehn & Co., Chicago)— and photographs. Watch for this big issue. 


gram—news of the field—dozens of sketches 
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isplay For Victory! 


An unparalleled opportunity has come to the display field—an opportunity 
to render our country a great service. 


The United States government has endorsed a “Display For Victory” plan 
whereby every store throughout the nation will be asked to devote—for the 
duration of the war—certain display space for the government's use to drive 
home the War Bonds and Stamps campaign, explain rationing questions, urge 
conservation of materials, and any other phases of the victory effort. 


Some of the leading factors in this field have undertaken the gigantic task 
of seeing that such a Victory Display Campaign is carried out. To do so 
means work, hard work, on the part of everyone. That work has already 
started for some. Preliminaries of the campaign have had to be worked out, 
meetings held, traveling done, plans threshed out, arrangements made, organi- 
zation perfected. 


For others, their participation is just beginning, or will begin very soon. 
More and more will be called on in the next few weeks. To put this cam- 
paign over as it deserves will require the active cooperation of displaymen 
in every part of the country. 


We predict that such cooperation can be taken for granted. It is hard to 
conceive of anyone connected with display who will not do everything in his 
power to make the program outstandingly successful. 


Attainment of the desired goal means that the citizens of every town and 
city will have brought before them, in the form of dramatic, visual education, 
the messages which the government wants to transmit from time to time. It 
means that the American public will be shown graphically on all sides that 
there are certain objectives to be reached, and how to reach them. It will 
answer the question in the mind of every person: “What can I do to help?” 
It will aid and encourage every citizen to do his part toward victory. 


At the same time, the successful completion of the Victory Display Cam- 
paign will mean that display itself can look for greater recognition than ever 
before. The attention of the country will be focused on display, and upon 
what display can do to influence the thinking and action habits of a nation. 
In the eves of everyone, display will advance into its rightful place in the 
front rank of advertising media. 


The display field stands unique in this opportunity to aid the government, 
for no other group of men can do the job. That very fact throws still more 
responsibility on the shoulders of this profession, The services of every 
displayman are needed. 


Read the article in the following pages and decide how you can cooperate. 
Then wire or write Leslie Janes, National Chairman, Victory Display Com- 
mittee, in care of Sears, Roebuck & Co., Chicago, that vou are ready to help. 

There is a place for evervone in this great work. Your assistance 1s 
needed—now ! 


x *& * 
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Plans Completed For 
“Display For Victory’ Campaign 


\ nation-wide war display program known 
as the Victory Display Campaign got under 
formal way at a meeting of prominent re- 
tailers and displaymen in Chicago on May 4, 
with the United States government definitely 
behind the movement. 
calls for the regular use of display space on 
themes by practically 
throughout the 


In briet, the program 


pre-determined war 
every retail establishment 
country. 

\ delineation of the program was given 
by Bert Johnson, vice-chairman of the cam- 
paign and director of advertising and dis- 
play for the Kroger Grocery & Baking Com- 
Cincinnati, at a “Retailers for Vic- 
luncheon at the Hotel Sherman at- 
nearly a thousand retail execu- 


pany, 
eae” 
tended by 
tives. 

The luncheon was preceded by a meeting 
for display factors at the Hotel Bismarck 
on Sunday, May 3, at which time final de- 
tails of the plan were worked out. Among 
those present were representatives of the 
field from the East and mid-West, all of 
them expressing their enthusiastic approval 
of the Victory Display Campaign. Leslie 
Janes, national display manager and director 
of store planning, Roebuck & Co., 
Chicago, who is national chairman of the 
VDC, presided at the meeting. 

Remarkably fast work and detailed or- 
ganization have characterized Janes’ handling 
oi the national display program. Slightly 
more than a month ago he was requested to 
work out such a plan by Joseph McCann, S. 
Kann Sons Company, Washington, president 


Sears, 


Leslie Janes 
National Display Director, Sears, Roebuck & 
Co.; Chairman, Victory Display Committee 
of the International Association of Display 
Men. At the Chicago meeting he was able 
to present a completely set-up, 
with practically all arrangements made for 
putting the campaign into effect immedi- 
ately. 
The 


Campaign is as tollows: 


organized 


operation of the Victory Display 
Starting in cities of 


20,000 and over, each retailer will be asked 


—Leading Midwestern retailers and display- 
men at the Chicago luncheon which launched 
an intensive War Savings Stamps and Bonds 
drive in that area, and at which plans were 


divulged for the national Victory Display 

Campaign. The displays ranged around the 

balcony, still veiled in the picture below, are 
shown on page 7— 


National 


tor the 
used exclusively 


to set aside certain display 
duration of the war, to be 
for themes which the government desires to 


space, 


Bert Johnson 
Advertising Manager, Kroger 
Baking Company; Vice-chairman, 
Display Committee 


Grocery & 
Victory 


under the 
public 


office, 


A Washington 


direction of 


publicize. 


Leshe Lear, Chicago 


relations will work with the 
ment in formulating the 
These will be released to the retail display- 


form of 


man, govern- 


display themes 
management in the 
a regular bulletin with illustrations of the 
themes in sketch form and descriptive copy. 


man and store 


given, including 
and the like 
which will 


Complete details will be 
suggested construction, colors, 
The 
permit their use by 


alike. 


ideas will be of a nature 


large and small stores 


No restrictions will be imposed as to 
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THE SECRETARY OF THE TREASUR) 
Washington 


their interpretation by the displayman; each _ prior to their general release, to enable them 
store may use the themes as desired, but it to prepare suitable material. 

is requested that the general idea of each It is emphasized, however, that the retail 
suggestion be carried out. The bulletins displayman is not obligated to purchase April 22, 1942. 
will be released in time for store displaymen such material. Instead, he will handle the Mr. Leslie S. Janes. 

to plan well in advance for the displays. government's displays exactly as he handles Chairman, Victory Committee, 
International Assn. of Display Men. 
Care of Sears, Roebuck Co.. 

Chicago, Illinois. 

Dear Mr. Janes: 

Thanks for your letter offering th 
services of your membership in securin 
window display space in retail store- 
throughout the country. 


Display manufacturers will cooperate by his regular windows—using whatever ma- 
making available display material suitable terials he wishes, and from whatever 
for each theme. sources. 

At the present time it is planned to release Having the specific approval of Henry 
the retailer bulletins at monthly intervals, Morgenthau, Jr., secretary of the Treasury, 
although this will be changed should the the first series of display ideas will deal 
need aris¢ Display manufacturers will re- with the sale of War Savings Bonds and 


ceive confidential bulletins a few weeks Stamps. It is anticipated, however, that 1 am impressed by your plans and 


‘ have instructed the members of our Wa: 
—Scenes from the different meetings held in '” take advantage oO! the enormous sales Savings Staff to cooperate with you in 
Chicago May 3-4, at which time details of the value of a nation-wide display program and every way they possibly can to help 
Victory Display Campaign were discussed... . will follow the example of the Treasury. accomplish the objectives of your asso- 
Upper left, Harold N. Graves, assistant sec- The cost of the Victory Display Campaign ciation, 
rctary of the Treasury; Les Lear, Washington; 3. estimated at about $2,000 a month. Those The Treasury Department appreciates 
Major Benjamin H. Namm, Brooklyn, and Bert the fact that the display men of America 
Johnson examine the bulletin through which can become a great factor in the sale 
details of the campaign will be sent to re- of War Bonds and Stamps. 
eM te Pht ot will soon be forthcoming to cover the cost. 
tion, and Dorothy Lamour. . . . Lower left, In the meantime, the services will be sent 
standing, A. Long, Les Lear, Karl Kneis, Ar- to retailers and manufacturers on a “pay 
mand Raining, Ed Lauck, A. Sennsrott, John whatever it's worth to you” basis; it is esti- Lear, who is moving to Washington 
Doran, |. T. Vierheller, Syl Rieser, Carl Haec‘er, 
and George Lapping. Seated, J. Meier, Oito 
Lenche, ©. titem, 8. CMake Ms K: Whitman, os oe ne ee Pa sa . : 
on: Renan: fog Mean: and Cheek Mons. Phe project is definitely designed along non- pig’ city in which the campaign will break 
Lower right, Findley Williams, Washing- profit lines. ach individual connecte | with first, to show other communities what can 
ton; W. L. Stensgaard, and Hortense Odlum, 't is giving his time and efforts for the gen- be done toward organizing a city on a 
Bonwit Teller, New York City— eral good of the cause. The exception is wholesale basis so that a given display 


other government departments will be quick 


sponsoring it are defraying their own ex- 
penses for the time being, but it is hope] 


that a regular government appropriation a 
Sincerely, 


HENRY MORGENTHAUL, JR. 











and 
mated that $1 to $1.50 per month per retailer will devote his entire time to this work 


will be all that is required from that source. St. Louis has been selected as the “guinea 
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—Above are four of the five displays unveiled 

during the Chicago luncheon, ind.cative of th> 

Victory Display Campaign themes to be used 
in the future— 


theme can be carried out in complete detail 
by local merchants. Because of the timeli- 
ness of the I. A. D. M. convention, to be 
held in St. Louis June 28-July 2, the cam- 
paign will break in coincidence with that 
national display meeting. Practically the 
entire program of the convention itself will 
be devoted to the Victory Display Campaign, 
so far as can be learned at this time. This 
decision was made because of the impor- 
tance of the VDC, even though it meant 
discarding much of the program as_ orig- 
inally planned by the St. Louis Display 
Guild. Thus delegates to the convention— 
and retailers everywhere will be urged to 
send their displaymen to St. Louis for the 
occasion—will not only receive detailed data 
on the VDC, but will see how it actually 
operates on a city-wide basis. 

As for the managerial set-up of the cam- 
paign, Les Janes is selecting well-known 
displaymen to act as state chairmen. Fur- 
ther divisions include utilities, for which 
committee George Westerman, Common- 
wealth-Southern, Jackson, Mich., will serve 
as head; Westerman is now completing the 
organization of utilities in a swing through 
eleven states; display manufacturers, with 
Trowbridge Stanley, L. A. Darling Com- 
pany, Bronson, Mich., as head. Carl 
Haecker, assistant sales promotion man- 
ager, W. T. Grant Company, New York 
City, will serve as Eastern chairman for the 
chain stores group, with Jack Chord, na- 
tional display manager, Montgomery Ward 
& Co., Chicago, filling a similar job in the 
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West. 
L. Stensgaard & Associates, Inc., with head- 
quarters in Washington, will head the art 
Similar appoint- 
ments will be announced as soon as com 
pleted. 

A key displayman in each city will be 
wired by the United States Treasury, ask- 
ing him to accept the appointment as chair- 
man of the VDC in his city; his store man- 
agement will also receive such a wire, and 


and design committee. 


the local merchants’ association will like- 
wise be informed of the move. The local 
chairman is expected to organize the dis 
playmen of his community to get their full 





M. J. Whitmar 
Kroger Grocery & Baking Company, who 
will handle publicity for the campaign 


cooperation for the campaign. All efforts 
will be backed up by newspaper publicity, 
through the Victory Display Committee 
News Bureau, under the direction of M. J. 
Whitmar, cops chief, Kroger Grocery & 
Baking Company. 


Findley Williams, vice-president, W. 


E FLAG PLY! 


mh, 
* 





No difficulty is expected in securing the 
hearty support of displaymen ant retailers 
everywhere. The enthusiasm of all ap- 
proached thus far on the subject has been 
encouraging to everyone behind the move- 
ment. Many stores and displaymen have 
already fallen in line. 

Outstanding was the response of the mer- 
chants at the “Retailers for Victory” lunch 
eon, mentioned above, as Bert Johnson out 
lined the details of the campaign. The pho- 
tograph on page 5 shows the group just 
before his talk; a portion of some of the five 
curtained displays arranged on the balcony 
around the room can be seen. As he out- 
lined the complete program the displays 
were unveiled one at a time, each to a pro- 
longed burst of applause. 

Among other speakers on the program 
were Harold N. 
Secretary of the Treasury; Mrs. Hortense 
Odlum, chairman of the board, Bonwit 
Teller, New York City; Frank Isbey, chair 
man of the Michigan War Savings com- 


Graves, assistant to the 


mittee; Branch Rickey, who holds a similar 
post in Missouri and who is vice-president 
and general manager of the St. Louis Car- 
dinals; Major Benjamin Namm, chairman 
of the National Retailers Advisory com- 
mittee, and Edward F. Pulte, Jr., chief of 
the Retail Stores division, Defense Savings 
Staff, Treasury Department. 

Among the prominent display factors at- 
tending the luncheon and the meetings which 
preceded and followed it were Joe McCann; 
Findley Williams; George Westerman; I. T 
Vierheller and John Doran, of the Garrison- 
Wagner Company, St. Louis; Trowbridge 
Stanley; Ray W. Parks, vice-president of 
the I. A. D. M., of Leavitt Stores, Manches- 

[Continued on page 37) 
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The Victory Garden Window: 
Timely, Helpful, Patriotic 


An additional tie-up with this general idea garden idea this year. The first pl 
of war-time food can be worked out in graph shows one of a group of such 
connection with the government's National dows he used recently. The heap of ga: 
Nutrition Program. <A carefully prepared produce at the left of the display was « 
and far-reaching campaign to coordinate posed of giant vegetables, each don 
this program at the point-of-sale has al- paper. At the right was a rooster, als 
ready been prepared; in the department paper. The boards of the fence were « 
store field this has been handled by the ered with fabrics in the patterns featu 
National Retail Dry Goods Association, by the slacks and overalls worn by the n 
from which organization full details can be  nequins in these windows. The show card 
obtained on this particular phase. in the foreground read: “It takes more than 

John Courtney, of the State street store just scratching the surface. ... It takes real 
of Sears, Roebuck & Co., Chicago, is one digging for Victory!” 
of the many who are playing up the Victory J. E. Vent, Rike-Kumler Company, Day- 


Displaymen are getting back to the soil 
these days—literally, in their Victory gar- 
dens at home, and figuratively, in their win- 
dows. This vear rakes and spades and hoes 
and the nonchalant garments worn” with 
their use seem more important than ever 


before. All of which is why so many stores 


are devoting as much as an entire series of 
windows to Victory garden themes. It goes 
without saying, of course, that such displays 
encourage more and more people to plant 
Victory gardens, badly needed these days, 
and they also stimulate the sale of casual 
work-play clothing for the out of doors. 





ton, Ohio, designed the Victory garden dis- 
play shown next, remarkable for its natural 
appearance. Even the plants and vegetables 
were authentic. They were first started in 
greenhouse pots and then transplanted in 
the corner window pictured here, where the) 
continued to grow. The display remained in 





for two weeks and caused much favorable 
comment. 
Out in Los Angeles, Barker Brothers’ J. 
~ 


. 
~ T Roy Stewart chose an interesting slogan tor 
= . IT TOO the message across the background, as pic- 

® tured here: “You can have your garden. . 
a - and eat it, too!’ Real pickets formed th 
aa fence, while the rows of vegetables were 
J ‘as SS ” made of paper and arranged in silhouette 
| fashion. Sweeping down across the back 


LIK¢ 


ie ground was a long line of vegetables, I 
ye. wise of paper, and of a size calculated to 
| thrill any amateur gardener—even a Cal! 
i fornian accustomed to the lavish produce 0! 
ae ne a = 7 that region. 
i, 
wa : . e: y bys 
iy 
¥ - 


J. W. Campbell, Carson Pirie Scott & Co. 
ee hr 


ON” 

os —Upper left, by John Courtney, Sears Roebuck 

& Co. State street store, Chicago. . . . Cen- 

ter, by J. E. Vent, Rike-Kumler Company, Doy- 

ton. . . . Left, by J. Roy Stewart, Barker 
Brothers, Los Angeles— 
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—These three displays, plus the one shown 

on this month's cover, are the work of J. W. 

Campbell, Carson Pirie Scott & Co., Chicago. 

. . (These photographs, and the one of the 

Sear's window on the opposite page, are 

shown through the courtesy of Fred Kuehn & 
Co., Chicago) — 


Chicago, selected “Dig for Victory” as the 
theme for several windows, three of which 
are pictured here and another on the cover 
of this issue. All the windows, built around 
the home garden motif, were correlated by 
similar posters bearing irregular hand-let- 
tered headings: “Oh, for the life of a Vic- 
tory gardener!” Each window was carpeted 
with the same type of pebble-strewn  soil- 
like matting. 

One window depicted an American family 
—father, mother, son, and daughter—all 
clad in slack suits of various washable ma- 
terials; this display gave a glimpse into the 
future, with a harvest of summer and au- 
tumn vegetables stacked into a heap from 
which protruded garden implements. The 


vegetables were fashioned from paper. 
Perched over the whole was a symbolic 
American eagle, gilt and shining; in his 
mouth was a bunch of radishes in place ot 
the customary arrows. 

\ farmerette window gained colortul ac- 
cent from a gigantic tomato can made of 
composition board, trom which sprung. to- 
mato plants in silhouette against the back- 
ground. More of the fruit was ranged 


about the base of the can, while magazine 


cutouts, gloves, trowels, and a copy of “Five 
\cres and Independence” were used to com- 
plete the garden atmosphere. 

\ second such window formed a compan- 
lon setting, this one featuring a huge can 
olf peas and pea vines springing up two 
poles. One of three mannequins, who sat 
on a white stump while her two companions 
stood at either side, held a placard advis- 
‘Take the work out of weeding with 

turesque and functional clothes for your 

ctory work.” Overhead lighting was used 
effectively in illuminating the plain  back- 
ground behind the curtains. 


hildren are making records as amateur 
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gardeners this year, so Campbell devoted 
another window especially to small-fry 
workers. Six mannequins of assorted sizes 
were used in action poses. The scene was 
captioned: “Even the small-fry join in the 
effort and sow their way to health and hap- 
piness.” Enlarged reproductions ot seed 
envelopes were held on ground marker 
sticks. An American flag waved over the 
seated child at the left. This particular 
display was found to have an unusual appeal 
for both children and grownup spectators. 

Speaking of this Victory garden series, 
Campbell says: “It isn’t necessary to tell 
fellow displaymen that we sometimes find 
ourselves up against it for ‘smash’ ideas for 
displays, especially during some of the in- 
between months. It keeps us digging pretty 
steadily. That's why we were glad when 
we brought out this series We liked the 
‘Dig tor Victory’ idea right from the start 
and we couldn't help feeling a glow of satis- 
faction when the passing public decided 
to vote ‘thumbs up!’ too \iter all, we're 
all digging for victory in one sense or an- 
other.” 


















Events of the times have shaped the char- 
acter of local displays, and this has been a 
month of “well doing.” The deep concern 
which is being felt for truth, justice and 
right (to use a cliche, though one which 
may bear reiteration) is being expressed in 
many interesting Victory displays, United 
China Relief, Red Cross, recruiting for 
Nurses’ Aid Service, and the centennial an- 
niversary of the Board of Education of the 
City of New York. 

Thus the appealing cause of the United 
China Relief week with its nation-wide cam- 
paign met with remarkable response through- 
out the metropolitan area of shops and 
stores. The displays, which included repre- 
sentation from candy stores, gift shops, toys, 
shoes, furriers, men’s wear, and telegraph 
offices in addition to the specialty shops and 
department stores, were noteworthy not only 
for their imaginative settings but also singu- 
larly interesting in that no two windows 
were alike although they derived their in- 
spiration from the same source. 

\t the United China Relief headquarters, 
a selection of props was available from a 
collection of 738 items given by Madame 
Sun Yat Sen, widow of the founder of the 
Chinese republic. These included lanterns, 
paintings, fabrics, figurines, screens, original 
costumes, and photographs for blow” ups, 
though many displays followed independent 
avenues for their atmospheric tie-ups. 

“We Americans all know that the Chinese 
People—Valiant, Democratic, Liberty Loving 
Longest on the list of our 
Need us Now—our sup- 


as Ourselves 
Fighting Allies ... 
port and immediate help. 
erously to China in her magnificent Defense 
of Humanity and Justice for the mutual 


Let us give gen- 
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urrent New York Displays 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 





cause which is Freedom” made the message 


on the parchment scroll used in the Hammer 


Galleries display. This transcript bespoke 
the true willingness of spirit which pro- 
moted the cooperative merchandise presen- 
tation. (This display is not pictured.) 

At Delman’s, three windows were used by 
Display Manager Jean Moore in_ linking 
up with this campaign. “Salute to China 
Week—Delman designs in Decorative Col- 
ors” made the copy for a display which used 
stripped bamboo blinds as background on 
the right and left of the window, which is 
shown here. An ornamental Chinese figure 
presided over the setting, the figure backed 
with great, graceful branches of flowering 
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peach blossoms. Pairs of colorful s| 
were suspended by invisible wires from 
top of the window; others were placed 
the highly finished black floor. 
Accumulated facts which are made i; 
statistics are usually very dull; howe, 
those given in the Victory window of Mac 
by Display Director Irving Eldredge, ar 
really exciting in showing what staggering 
totals can be arrived at by adding up th: 
combined efforts of many patriotic individ 
uals. “Progress report to the New York 
women who are Carrying their Share for 
Victory” makes the inscription on thx 
large chest placed in the center of this win 
dow, shown at the top of page 11. The re- 











sults, printed and carried on streamers on 
the two V's to right and left of the window, 
tell the story. “About four weeks ago, thirty- 
four stores in the metropolitan area started 
a campaign urging you to carry home your 
carryable purchases. In the first three 
weeks alone, you carried enough packages 
to effect savings of approximately 9,000 
gallons of gasoline; a saving of over nine 
tons of paper; a savings of more than 55,000 
truck-tire miles.” Continuing: “As of March 
23, metropolitan stores have taken these ad- 
ditional constructive steps: (1) We are de- 
livering three times a week instead of s1x 
in 307 towns. (2) We have eliminated mo- 
tor deliveries in 106 towns; these areas will 
now be served by rail. (3) We are delivy- 
ering but once a day in all areas where we 
have hitherto delivered twice a day. (4) All 
special hotel delivery has been discontinued 
Hotels will be covered on regular routes.” 


—Upper right, a "Cotton Pickers'’ window done 
in paper sculpture by the eighteen stores of 
Wise Shoe Company, Herman Levy, display 
manager. ... Left, by Jean Moore, Delman's. 
. . . (All photographs by courtesy of Virginia 
Roehl Studios, New York City)— 
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—Top, by Irving Eldredge, R. H. Macy & Co. 
. . Center, by Joseph Dultz, Bloomingdale's. 
... Below, by Dana O'Clare, Lord & Taylor— 


From the gold eagle, red, white and blue 
ribbons are carried to the chest which, 
through continuous slow motion, opens to 
show its interior packed with “carryable” 
packages in Macy's gray-colored packaging, 
each labeled with the Victory sticker. To 
the right a mannequin symbolizes this effort 
while she carries a Macy hat box. 
Regardless of the consensus of opinion, 
slacks are certainly in tor the duration and oe 
for those who can, from an aesthetic or hus- PERE... Mn carrying © share f 
band’s point of view, wear them, they do coo treet mal the 
afford an almost unlimited range of choice 
for both practical and social occasions. Act- . Read What These 


Government Officials say = 


ing as handmaiden to the times, Blooming- 


dale’s opened a “Slack Shop,” and concur- 
rent with this opening Display Manager 
Joseph Dultz gave a series of windows to 


the display of slacks with their diversified 
use. On a beige-toned seamless paper back- 
For this occasion, Display Manager A. 
Haverback created a garden wedding set- 
ting (not shown) before a sky blue back- 
ground. Living foliage and shrubs—moun- 
tain laurel, arbor vitae, forsythia were 
planted in the series of windows with the 
effect of a carefully landscaped garden 
Flagstones spaced on natural sod encircled 
the bird bath which for this occasion was 
filled with trailing ivy. White flower pots 
of red geraniums and white daisies give 
color contrast here and there. The bride ts 
radiant in her white net gown with full 
skirt and both she and her attendants carry 
apple blossoms, the attendants wearing 
“Heaven blue” net gowns. Blue, green, and 
amber spots were used overhead. 
Cottons—the gay, practical soap suds kind 
were given an atmospheric play from three 
different departments in a series of windows 
by Display Manager Dana O’Clare at Lord 
& Taylor's. (Illustrated on this page.) A 
wide board fence with scalloped top, all 
painted white, made an inclosure for the 
backyard scene. The juniors are shown 
contemplating, under the summer sun, a set- 
“eg [Continued on page 35] 
ground, descriptive sketches showed the 
slacks in use for gardening, for shopping, 
for first aid, for marketing, for dining. The 
actual merchandise was displayed with sim- 
ple and eye-appealing directness. Single 
pairs were pinned and spaced against a 
beige sloping panel thus giving a visual 
idea of the fabric, color, style and price car- 
ried by the shop. A complementary pair of 
shoes chosen for the particular style was 
placed before each pair of slacks. Between 
this “slope of slacks” and the backwall, a 
mannequin was posed, whose choice of 
blouse and headdress completed the cos 
tume. The display is shown on this page. 
The bride of this season has many varia- 
tions for her choice of a wedding, depending 
ot course on the circumstances on hand; yet 
nothing could) present a more romantic 
scene than the “wistful beauty of all things 
green” which an outdoor setting provides. 
‘\nd may Spring forever smile on Today's 
Bride” was the good wish as ecard copy in 
the bridal party display at Oppenheim Col- 
lins, Brooklyn. An accompanying card car- 
ricd this proclamation—"“Hear Ye! All about 
our special Twenty-four Hour Service for 
Today's Bride’s Wardrobe.” 
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PROMOTIONS 


by Louis Gehring 


Display Designer and Consultant, New York City 














The window illustrated here presents a nautical sc 
It is suggested that the waves, cloud, sea-gull and ot 
nautical objects be sculptured in paper to give a th: 
dimensional effect. The rope ladder is painted flat whi: 
against a cool cerulean blue background. 


Here we have a rural scene with perhaps a hint of ranct 
atmosphere. A group of letter boxes is supported by 
posts. Two mannequins dressed in casual country 
ranch togs appear to peruse the mail. Tree branche: 
heavy foliage cast a cooling shade over the setting. 


For Independence day this attractive display can 
made very inexpensively. Against a black background 
construct a wire spiral in red, white, and blue. Make fire 
works of cardboard cylinders and place them in an inter 
esting arrangement around an attractive mannequin 
wearing the latest evening creation. Display accessorie 
among the fireworks. 
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FOR JULY 






"Celebrate your Independence! 


ships, airplanes, etc. 





























Protect your Indepen 


and free. An oversized Uncle Sam's 
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dence! Buy United States War Bonds and Stamps! 
might be the caption for this patriotic theme—a reminder 
to do our bit on Independence day to keep America safe 


hat reveals tanks 




















This 


summer sports unit for men's wear. 


sketch illustrates an_ interior 


Section off an area for sports ap 
pare! and surround it with a valance 
of various sport activities cut of fir 
plywood and painted in brilliant 
colors. Adda colorful striped awn- 
ing to the unit. 














Here is a simple but striking study of a 
mans display window. Two masculine 
figures in beach togs are placed in front 
“e of a large striped awning which reveals a 


display of appropriate accessories. Use 
fishing tackle or other beach sports equip- 
ment. 






































The resourcefulness of the displaymen of 
Los Angeles and Hollywood is amazing. 
Five months ago their job was to prepare 
Christmas merchandise for the annual Yule- 
tide presentations. Then, with no warning 
at all, their entire program was disrupted 
by the Japanese bombing of Pearl Harbor. 
From peace to war is a long step in any 
industry, and something is bound to suffer. 
So far, the only indication of “suffering” 
here is from a growing lack of skilled per- 
sonnel. The displays themselves have fol- 
lowed the new trends to perfection. 

The last month has seen many opportuni- 
ties open for new types of display, inci- 
dentally. The change has no official title, 
but is referred to as the “New Movements.” 
One such, National Youth week, was the 
theme in all stores during April. The win- 
dows and interior displays used material 
supplied by the Board of Education. Na- 
tional Youth week is not really an innova- 
tion in this area, but never has it received 
such recognition. Several stores had cor- 
ner windows in which the actual construc- 
tion of a project was performed by local 
students. Every activity into which youth 
has played a part since the declaration was, 
in some manner, illustrated. 

The activities of the U. S. O. were fea- 
tured in several displays, and war heroes 
were also in the spotlight. Expected early 
summer fashions and vacation-wear show- 
ings have dropped into the background for 
this reason. Touring bureaus in Southern 
California expect the usual migration of 
out-of-state people toward Southern Cali- 
fornia and a few windows were tuned to 
meet that situation. War bonds and stamps 
were also used as a window theme; in fact, 
one store used a window as a stamp bank. 

War production needs have caused but a 
few minor changes in the local fashion out- 
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he Los Angeles Display Scene 


By HERB CROSS 
"Dick" Whittington, Los Angeles 


look, though Victory gardens have created 
a new career for denim. Family garden 
scenes were portrayed by mannequins at- 
tired in this durable material. Shortages of 
gar.len tools have been intimated, but hard- 
ware windows show a sufficient supply on 
hand. The garden trend is of particular im- 
portance to this locality due to the sudden 
effects of the Japanese evacuation, since the 
Japs usually produce about 70 per cent of 
the green vegetables in this area; hence 
there seems to be a big market in this line. 
The tire shortage has had a decided influ- 
ence on the home scene, too. Backyard 
barbecues and other home activities are be- 
ing encouraged. “Making the best of what 
you have” is the friendly attitude the retail 
stores have extended towards the shopper. 































Every day, every week, thousands of 1 
sons pass by the store front of I. Magni's 
on Wilshire boulevard, and all discuss ti 
war effort and what they can do to | 
their country in its crisis. “These peo 
could do more, and probably would, with a 
little encouragement,” thought Grover Mav- 
nin. As a result he discussed with Nelson 
Dexter, display manager of this store, the 
possibility of incorporating an agency for 
the sale of United States War Bonds and 
Stamps within one of the window displays. 
Plans were drawn up and later approved 
heartily by the Treasury department. 

The plans included the cutting of a door- 
way into one of the windows, making the 
interior accessible from the street, and also 
making an entrance into the showing trom 















the store itself. When construction was 
completed, the window was sparkling with 
red, white, and blue; seals and emblems ot 
the armed forces were cut out and placed 
adjacent to the window glass. Wallpapet 
and low hanging drapes of chiffon in the 
national colors filled the window with a 
patriotic air. Representatives of the Amer- 
ican Women's Voluntary Service staffed the 
window and took charge of the sale of the 
war savings stamps and bonds. Every day 
this staff was changed. Prominent movie 
stars, such as Joan Bennett and Olivia 
deHaviland, officers in their A. W. V. S. dis- 
trict, staff. 


served on the Persons with 





—Above are two views of the war savings 
stamps and bond window recently installed by 
|. Magnin's Nelson Dexter on Wilshire boule- 
vard. It is expected that $1,000,000 worth of 
stamps will be sold here each year. The 
window-sales booth will remain for the dura- 
tion. . . . Left, a "tropical suits de luxe" dis- 
play by L. J. Portia, Bullock's... . (All photo- 
graphs by courtesy of "Dick'’ Whittington, 
Los Angeles) — 
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—Top, by Harvey Pettit, J. W. Robinson & Co. 

_.. Center, by J. Roy Stewart, Barker Brothers. 

. Below, the slacks department of Bullock's 
"Town and Country Shop'"— 


10 cents and up could approach these and 
other women to purchase stamps or bonds. 
After the purchase was consummated the 
buyer was asked to sign a huge register book 
which included the names of thousands of 
the city’s most prominent citizens. At the 
inauguration of this showing, which is in- 
stalled for the duration, a color guard of 
soldiers and typical Hollywood publicity 
stunts attracted thousands. Magnin’s has set 
as its goal a million dollars worth of bonds 
and stamps a year, sold through this win- 
dow agency. It was a most inspiring scene 
to see people lined up along Wilshire boule- 
vard to invest in war savings, and it is a 
credit to the display industry to see its me- 
dium used to render this service to the great 
cause of democracy. The special window 1s 
shown in the first two illustrations. 

One in a series of prominent men’s wear 
displays at Bullock's featured tropical suits 
“de luxe.” The tropic theme of the window 
(illustrated) was fulfilled with real ferns 
and palm branches. On the background was 
a bamboo frame which gave contrast to a 
drawing of a South Seas native girl. At one 
side was a small display of tropical fruit. 
On the floor were bits of coral. The illumi- 
nation did much to dramatize the window, 
with strong shadows of the palm trees and 
ferns thrown along the wall. L. J. Portia is 
Bullock's display manager. 

J. W. Robinson & Co. had a very interest- 
ing series of National Youth week windows 
in which the vocational training, health, 
cooperation, world affairs, and responsibili- 
ties of youth were discussed through the 
medium of mannequins and fashions. In the 
window pictured here, “Health and Sharing’ 
is the theme. Seven mannequins are used to 
illustrate this childhood problem. Children 
are shown riding bicycles, playing in sand 
boxes, and taking part in other fun, all 
under supervision of adult mannequins. The 
idea behind this presentation was to illus- 
trate how good citizenship can be developed 
through sharing and_= sacrificing. In the 
foreground of each display in the series 
were several photographs which showed the 
steps being taken to further the healthy 
growth and development of children. The 
background in every display was a graph 
which explained the activities shown in the 
display. Some graphs included photographs, 
and cut-out silhouette miniatures of children 
playing. The window illustrating “World 
\ffairs” presented an open forum scene with 
mannequin students participating. There 
was also a window on military training 
Within the schools. It was a very commend- 
able series of windows and Display Man- 
ager Harvey Pettit deserved all the compli- 
ments he received. 

J. Roy Stewart, display manager of Barker 
Brothers, did a splendid job of showing to 
advantage one of the most difficult items 
with which any displayman has to contend. 
That subject was mattresses, and the theme 
Was “You Need Your Rest.” The window 
Was one of the American Home week pres- 
entations. The color design of the showing 
Was interesting in red and white. In the 

[Continued on page 42] 
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Qur government has suggested that the 
\merican flag be displayed proudly and uni- 
versally throughout the country. The Amer- 
ican way ot life is our splendid heritage. 
That heritage has been challenged, so once 
march to battle with our banners 
flying. Show your colors! No American 
today should be without his banner—the red 
for courage, the white for liberty, and the 


more we 


blue for loyalty. 

Now, when the front line of battle is no 
longer far from home, the struggle for free- 
dom becomes every man’s responsibility. 
\cknowledging this sacred trust, the Stars 
and Stripes are displayed throughout the 
land. Under the Flag Code, definite con- 
ventions are stated concerning the proper 
display of the flag. The accompanying 
sketches indicate the correct way of showing 
the flag under various conditions. Several 
other points concerning the use of the Stars 
and Stripes are: 

1. Do not display the flag in stormy or 
rainy weather. 

2. Do not use the flag as drapery in any 
form whatever. Use red, white, and blue 
bunting. 

3. The flag is not to be used as covering 
for a ceiling. 

4. No lettering of any kind is used on the 
flag. 

5. Do not use the flag in any form of ad- 
vertising or fasten an advertising sign on 
the flag pole. 

The historical background of the flag, 
from its very beginning, offers a wealth of 
inspirational material for those interested in 
designing and launching an_ institutional 
display program. So different were the sym- 
bols of the colonies, regiments, and_ ships, 
that George Washington wrote in 1775: 
“Please fix on some flag by which our ves- 
sels may know each other.” Thus, the Grand 
Union flag was created and was the first 
flag of the United Thirteen Colonies. This 
banner, known as the Cambridge flag, Grand 
Union flag, or the Great Union flag, was 
first seen when it was hoisted aboard the 
flagship “Alfred” lying in the Delaware 
river on December 3, 1775. John Paul Jones, 
no less, was the senior leutenant to raise 
The Grand Union flag was flown 
over Washington’s headquarters at Cam- 
bridge on January 1, 1776. Historians have 
searched in vain for any information con- 
After the 
Grand 


this flag. 


cerning the designer of this flag. 
Declaration of Independence, the 
Union flag became unpopular and inappro- 
priate. It was designed showing the com- 
bined crosses of St. George and St. Andrew, 
with thirteen red and white stripes repre- 
senting the thirteen rebelling colonies. 

It was nearly a full vear after the Dec- 
laration of Independence before the Contt- 
nental Congress took action substituting the 
Stars and Stripes for the Grand Union flag 
on June 14, 1777. Authoritative data on the 
origin of the Stars and Stripes is unfor- 
tunately lacking. This new flag carried the 
thirteen stripes and thirteen stars, white in 
a blue field. The stars were arranged in 
beginning, the most 


various ways in. the 


Sh 
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ow Your Colors! 





—Display the flag to the observer's left and on 
the right of the line when the Stars and Stripes 
are in a line with other flags— 





—When our flag is grouped with others, its 

place is in the center or highest position. Flags 

of other rations are arranged alphabatically, 
as indicated— 





—Shown with another flag, staffs crossed, our 
flag is seen by the observer at the left, with staff 
in front— 


—Red, white and bluo bunting when used as 
drapery is shown with the blue at the top, or to 
the observer's left— 

















—Always display the flag flat, whether indoors 

or out, when shown without a staff. The blue 

field should be uppermost and always on the 

observer's left. In the window display the blue 

field is shown to the left of the observer in the 
street— 
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familiar being the circle, symbolizing + jat 
the hope of the Union would be without «ad 

In 1791, Kentucky and Vermont enti -ed 
the Union. Two more stripes and two s\ars 
were added to the flag to represent tl.ese 
states. This fifteen striped and starred |\an- 
ner is known as the Fort McHenry flag, and 
was the emblem which inspired Frarcis 
Scott Key to write the Star-Spangled Ban- 
ner in 1814. Because the number of states 
in the Union had increased to twenty, Con- 
gress passed a law in 1818 returning the 
stripes to the original thirteen and increas- 
ing the stars to twenty. Thereafter a star 
was to be added to the blue field for each 
new state admitted to the Union. 

Excellent colored plates on these histori- 
cal American flags can be found in the Na- 
tional Geographic Magazine for October, 
1917, and September, 1934. 

Further information which is of interest 


to those planning on a store-wide celebra- 
tion of Old Glory is concerned with the 
dramatic incidents in the life of the flag, 
famous paintings wherein the flag is the 
center of interest, quotations concerning the 
Stars and Stripes, and flag songs. Several 
dramatic incidents other than those pre- 
viously mentioned are: 

1. First military service for the Stars 
and Stripes was at Fort Stanwix on August 
6, 1777. 

2. First occasion the flag was floated over 
foreign territory was in 1776 in the Bahama 
islands. 

3. First baptism of fire was at sea, Sep- 
tember 4, 1777. 

4. Lewis and Clark traveled over 8,000 
miles to the Northwest in 1804-05 carrying 
the flag with the fifteen stripes and fifteen 
stars. 

Famous paintings concerning the flag are: 


“The First Salute to the Stars and 
Stripes” in 1778, a marine painting by Ed- 
ward Moran in the National museum in 


Washington. 

“Raising of the Taunton Flag” in 1774, a 
mural by Ralph Davol. 

Listed below is a series of black and 
white reproductions from the paintings by 
Joseph Boggs Beale in the Modern Galleries 
of Art, Philadelphia. A portfolio of Amer- 
ican history reproductions by this painter 
has been prepared by the Frank H. Fleer 
Corporation, of Philadelphia. The flag prints 
are: 

l. Betsy 
1777. 

2. Lewis and 
River—1805. 

3. Star-Spangled 
Key—I1814. 

Barbara Fritchie—1862. 
5. Battle of Gettysburg—1863. 
6. Lincoln's Gettysburg Address—1803 
7. Hobson on the Merrimac—1898. 
8 Admiral Dewey at Manila—1898 
quotations concerning the flag 


Ross showing the first Flag— 


Clark on the Columbia 


Banner—Francis Scott 


= 


Dramni. 
are: 

“Let us not fight without a flag.”—Ser- 
geant William Jasper in the American Kev- 
olution, 1770. | ( ontimued on fa 
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acations, Ranch 


By RUDOLPH AGUILAR 
The Marston Company, San Diego 


Unless travel rationing goes into effect, 
yacationists this year will probably seek out 





dude ranches in greater numbers than ever 


before. There are several reasons why this 


In the first place, men and women who 
have been unable to afford an elaborate 
vacation in past years will have money to 
spend as a result of their war production 
work. Plants are working out staggered 
vacation schedules so that their out-pour of 
planes, and munitions, and tanks and other 
war material will continue unabated while 
employees are on holiday. Hence these 
people will have the time, the money, and 
the inclination for a better vacation than 
they have ever enjoyed before. 

But why will so many of them select a 
dude ranch? Because they are thinking 
nowadays in terms of fresh air, and sun- 
light, and good food and plenty of sleep— 
all to build up their energy and health for 
more efficiency in war production when they 
return to their jobs. Many otf these people 
have had to be content with arm-chair vaca- 


tars tions in the past; this year they deman1 
rust something more stimulating, something with 
activity connected with it, something more 
ver in tune with the times. And since so many 
uma live in cities, they will seek out vacation 
spots which offer a complete change from 

ep- their normal lives. 
When all this is considered, it looks as if 
000 the dude ranches are in for their biggest 


season—and displaymen should take this 
into consideration in planning their vacation 
displays. And since vacations will be so 
staggered this year, this type of display will 
be seen over a longer period of time than 
in the past. 

Such settings are easily worked out with 
natural properties, and they have an added 
advantage in that the displayman can keep 
the cost within whatever range he wishes. 
The usual props such as bark-covered poles, 
logs, rocks, straw and the like can be 
pickel up with little difficulty or expense. 
Combining them into the dsplay is simply a 
matter of ingenuity. 

The windows pictured here were a_ bit 
more elaborate, however, although the prop- 
erties just mentioned were used throughout. 


ying 
feen 





We were promoting “Frontier Colors,” 
rather than a specific dude ranch theme, and 
devoted eight of our windows to this sub- 
ject The window cards were of real 
leather. In most of the win lows the center 
Piece was a hand-painted Western scene. 
The center illustration shows two figures 
posed by a horse, whose saddle was trimmed 
heavily with gold and silver, as were the 
bridle and reins. 


ec: -* ' 
—imple properiies such as bar':-covered poles, 


boulders, and straw furnished most of the 
atmosphere for these Western settings. The 
horse's saddle, reins, and bridle were heavily 
laden with decorations of silver and gold— 
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Cards For Coming Events 


With Father's day just around the corner, 
it is only appropriate to lead off this group 
of cards with one devoted to Dad. Accord- 
ingly, the card at the upper left in the illus- 
tration is lettered: “For Dad—On His Day 

The Best.” The continues: “—Of 
those important ‘little which make 
life most enjoyable.” 

For this card we dark 
stock on which most of the lettering is done 
in white. “Best” is in bright red. The face 
is in tones of light brown, black, and yellow. 
Note that the top line and the under 
the face form a complete headline in them- 
while the vertical copy on the right 
ties them both together balances the 
head. 

A slightly out of the ordinary copy ap- 
proach is made in the other Father’s day 
card, at the lower right. The _ lettering 
“Don't Let Him Forget . Father's 
For this card plain white stock was 


copy 
things’ 


selected a blue 
one 


selves, 


and 


reads: 
Day.” 


By RICHARD DODGE 


Cincinnati 


used. “Him” and “Father's Day” were in 
bright red, while the other lettering was in 
gray. The figure was done in broad lines 
of brown, against a black background. The 
bold treatment of this card gives it consid- 
erable impact value on the shopper. 

A novel touch is given the first vacation 
showcard. For the illustration we took an 
actual travel folder and 
mounted it as shown, framing it in white 
shading so it resembles an en- 
larged postal card. On this four caricatures 
were outlined in red. In the same color and 
in script the names of the four vacationists 
were given below each caricature — Jake, 
Irene, Junior, and Mary—much as many 
with the photographs 
back to the folks at home. 

This card was on a light green stock, 
with a blue stripe at the bottom and the 
words, “Carefree Vacation” in the same tone 
The words “Everything for a,” 


scene in colors 


with gray 


people do vacation 


they send 


of blue. 
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spiraling down from the top, were in 

A bold technique is used for the 
vacation card shown at the upper right 
scene shows a factory at night, with 
smoke rolling from the stacks. The 
reads: “Because This Year You're Worki 
Harder—and because vacations must 
bit shorter and less frequent—be extra 
tain to take all the things you'll need for an 
enjoyable trip.” The card stock is dark blue, 
with the stars and principal headline in red, 
The lettering was in white. The factory 
was dark gray, with the windows in a bril- 
liant yellow. 

The final card is done in red, white, and 
blue, and says simply: “The best place to 
put the money you will save here—War 
Bonds and Stamps.” The lettering in the 
panel at the right is white on blue; that at 
the left is blue on gray. The upper portion 
of the card has a design in red, with a cor- 
responding portion at the bottom in white. 


Pe ae 
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NEW.. .tor BONWIT TELLER 
and other outstanding retailers. A distin- 
guished new group of Manikins created 
e V | S | T PA RL O R - AT T H E expressly for America’s most distinguished 
ed. stores. 
ve 
he 1.A.D.M. CONVENTION FOR 
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New. .. for THE METROPOLITAN 
MUSEUM OF ART 


Greneker had the honor of supplying the 





outstanding Manikins for the “Renaissance 
in Fashion” exhibit. 


NEW....to0r MEN & BOYS 


Clean-cut, good-looking virile figures care- 


NEW...for INFANTS & CHILDREN 


At last — natural children! A completely 
new type of figure with a new principal fully proportioned and beautifully finished. 


of extreme flexibility. 


NEW...tor ‘TEEN AGES & JUNIORS /VEW...PROMOTIONAL DISPLAYS 


Manikins specially designed for your A new department created to give added 


. 
+ p> 


e ° ” . . 
N “problem sizes. force to your special promotions. 


All New Models « All Available in Greneker’s New Fabricated Finish 
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J.A.D.M. News... 


By JOHN L. KING 





\\ Cc are 


what 


approaching the opening days of 


promises to be the greatest display 
American history, due in no 
small fact that 
official program devoted to the in- 


troduction of the Victory Display Campaign 


convention in 
measure to the most of the 


will be 


explaining clearly not only the magnitude 
and tremendous value of the assistance that 
government but 


we will thereby render our 


which, simultaneously, will evolve an un- 
derstanding of what this campaign will mean 
to the display industry. 

The decision to use the Victory Display 
Campaign as the chief theme of the conven 
ten days ago at a 


was attended by 


tion was reached some 
meeting in Chicago which 
many of the St. Louis club members respon- 
sible for the convention, officers of the I. A 
ID. M., and other prominent display factors. 
Phis 
an entirely new program from the one orig- 
inally planned, and of course that entailed 
fast work on the part of the St. Louis 

They and 


complete 


last-minute decision meant setting up 


hard, 


have responded nobly, 
details of the 


program have not been entirely worked out, 


crowd 
while convention 
enough has keen arranged to make it a cer 
tainty that every delegate will go away from 
the convention with increased pride in his 
profession and a determination to make the 


Victory Display Campaign a_ tre:mendous 


Success 
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Managing Director 


In celebration of the fact that St. Louis 
has been selected as the “guinea pig” of the 
Victory Display Campaign, which will open 
in that city the week of the I. A. 
I). M. convention, the displaymen from that 


city are planning to show visitors from all 


during 


over the country just what can be accom- 
plished in the way of Victory displays. They 
are working with civic organizations such 
as the Chamber of Commerce and the Asso- 
ciated Retailers of St. 
that retail 
space set aside for a Victory 
that those displays will be ready and wait- 
ing when convention visitors start arriving. 
The entire country will be looking forward 
to seeing what St. Louis displaymen set up 
as a criterion for this patriotic work. 


Louis to make sure 
falls in line with 
display, and 


every store 


It is impossible to list in detail at this 
time the complete educational program of 
the convention, for the reasons explained 
above, but we can discuss the entertainment 
aspect of the meeting; this, and a few minor 
details, are given below. 

Sunday, June 28: Registration starts at 
on the lobby floor of the Hotel 
Jefferson. Cocktail party, 6:30 to 8:00 p. m. 

Monday, June 29: Registration, 9:00 a. m. 
floor. Evening, Municipal Opera. 
All convention delegates will be the guests 
of the Associated Retailers of St. Louis at 


2:00 p. m. 


on lobby 


a performance of the great Forest Park 


door Municipal Opera. The performance 


Otto Lasche, Kline's 
1942 Convention Director 


scheduled is Vincent Youmans’ “Hit the 
Deck.” Curtain time, 8:45 p. m. 

Tuesday, June 30: Registration, 9:00 a. m., 
lobby floor. Evening, Mississippi river moon- 
light cruise on the palatial, air-cooled, 
streamlined SS Admiral, finest excursion 
steamer afloat. Sailing and dancing treat 
deluxe. Ballroom accommodates 2,000 cou- 
ples. Sailing time, 9:00 p. m. 

Wednesday, July 1: Registration, 9:00 a 
m., lobby floor. Evening, annual I. A. D. M 
banquet, floor show, and dance, 7:30 p. m 

[Continued on page 32) 


* 


—A view at the 
St. Louis Municipal 
Opera, at which 
convention dele- 
gates will be en- 
tertained on Mon- 
day night, June 29, 
at a performance 


of "Hit the Deck’ 


* 
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FACIL FAB 


INDEPENDENCE SPECIAL 
No. FF-34—COMPLETE UNIT 


Declaration of Independence... ee eS 
Photo of President Roosevelt............. 1.00 
Photo of General MacArthur....... oe ce 
Three 12 in. Firecrackers at 4)c ea...... 1.20 
Two 36 in. Firecrackers at $1.75 ea........ 3.50 
25 ft. 3 in. Facil Fab Tricolor Ribbon..... 1.25 





$11.29 


Complete Unit, Special Price $9.75 
. O. B. New York 





o% 
(ec a \, 


PATRIOTIC SPECIAL 
Beautiful 36 in. by 54 in. mural of General 
MacArthur with 25 ft. red, white and blue Facil 
Fab Border Ribbon. Complete......... $3.75 


GARRISON-WAGNER COMPANY 


1629 Locust Street, Saint Louis, Missouri 
Chicago Showroom—326 West Adams Street 























BOOST ANKLET SALES 


Because they so expertly demonstrate colors, 
patterns, textures and—above all—fit, 
Fairy Ankle-ette Display Forms prove that 
well-planned displays do boost Anklet sales. 


Other Fairy Display Forms do likewise for 
other hosiery items and for shoes, neckwear 
and brassieres. Write for latest catalog. 








SHOE FORM CO. INC., AUBURN, N. Y. 
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Industrial Theme Builds Good Will 


By ANDREW MATZER 


Rollman & Sons Company, Cincinnati 


A number of leading stores have fo: 
that installing a battery of displays play 
up local industries is a sure-fire way 
building good will for the firm, besides r 
dering a civic service. We turned to tl 
therefore, as a natural part of our p 
longed “Diamond Jubilee Celebration,” wh 
has taken various forms in Rollman’s win 
dows since the first of this year. 

Actually, work on the general display pro 
gram for this seventy-fifth birthday event 
started on October 15 of last year. The first 
windows using the theme broke on January 
1, with appropriate settings of diamond 
jewel-cloth curtains, old-fashioned costumes 
ot 1867, and showings of the different 
stages of building progress for our com- 
pany during three quarters of a century. 

Since then we have had various displays, 
mostly institutional, in some way making a 
tie-up with the Diamond Jubilee. Early in 
January we started planning a battery of in- 
dustrial windows, three of which are pic- 
tured here, to show some of the chief local 
manutacturing plants and their importance 
in this city and in the international scene. 
These displays went in on April 25, just one 
week before our anniversary sale. 

We ran into plenty of headaches and com- 
plications in arranging for these particular 
industrial displays. First, it was necessary 
to deal with so many “outside” people—in- 
dividuals not connected with the store. Sec- 
ond, we received a lot of promises—and 
when the actual work started we had to 
plan, design, and create all displays. Third, 
after our plans were completed, a lot of 
ideas had to be changed because of War de- 
partment restrictions. 

One of the major problems was to handle 
some of the bulky pieces of equipment or 
merchandise, some of which weighed up to 
2.500 pounds each. In order to get these 
pieces into the window it was necessary to 
tear down part of the store fixtures, remove 
parts of the window background, take off 
the superstructure of the revolving doors, 
and place metal sheeting on the main floor 
marble so as to keep from damaging it. In- 
cluded in these bulky objects were the 
Wright airplane motor, a grand piano, ac- 
tual machinery, and a single block of soap 
which weighed 750 pounds. Since we have 
one of the busiest corners in Cincinnati, we 
had to have various permits from the city’s 
traffic division to enable us to handle these 
items over the sidewalk. 

The pictures themselves are self-explana- 
tory as to how the different displays were 
arranged. No merchandise was shown, the 
only tie-up with the Diamond Jubilee being 

[Continued on page 423] 


—Three of the battery of industrial windows 
used by Rollman's in connection with the 
store's Diamond Jubilee celebration. The 
companies featured here are, top to bottom, 
Wright Aeronautical Corporation, Goodall 
Company, and Baldwin Piano Company— 
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Mr e Howard Fe Harter 
Marquardt & Company» 
75 Spring Street 
New York, N. Y- 


Inc. 













Harter: 
managers throughout the chain 

Limenting our display department 
4ndows we've created with paper 


Dear Mr. 


The store 
have been comp 
on the novel Ww 
sculpture 

that you should 
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ed share of the 
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nd It's no mor 
to come in for your we 
d, credit for your workmanship 
of these units. 

Te bicycle riders for playtime shoes, the 
und display, the girls sitting on 
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jetely of paper in 
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Herman Le 


vy 
Display Director 


HL3:4g 





senrunins “YUL, Decco rorrwire 








Marquard & Co., IG. 


75 Spring Street 
sence d Paper Division New York, N. Y 






























MAY, 1942 


Displayman Suggests 
"“Pat-On-Back" Week 

\ letter from W. B. Colby, display man- 
ager for the J & R Motor Supply Company, 
Chicago, offers a suggestion which seems to 
Briefly, it calls for an official 
for the whole dis- 
letter fol- 


have merit. 
“Pat-on-the-back” week 
play field. Excerpts from the 
low: 

“The thought occurs to me that all display 
managers who are working so hard to cre- 
ate unusual ideas for window and interior 

complimented on 
Occasional compli- 


displays deserve to be 
their accomplishments. 
ments from company merchandising execu- 
tives are welcome at all times, but a com- 
pliment from the display manager of an- 
other company makes an everlasting impres- 
sion... . Let’s set a special week or two in 
the near future for all displaymen to do 
just that thing. 

“This doesn’t mean that we're all going 
to sit down and write compliments only to 
the big department store and chain store 
display managers, but to the corner grocer 
and druggist as well. You can imagine how 
proud the small merchant would feel to find 
in his morning mail a card or letter, com- 
plimenting him on his window display or 


some unusual sign that he had created. 
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The fact that this merchant received the 
compliment from someone in the display 
field, and who was a stranger to him, would 
make him that the compliment was 
surely an authentic and authoritative one. 

“IT am sure that displaymen throughout 
the country make new friends 
and acquaintances during the week or two 
that the program is in effect. It will also 
be a stimulant for the haven't 
learned the pleasure of paying compliments 
to their fellow workers and business 
ciates. They find that it them 
just as much pleasure to give compliments 
as it does to receive them.” 


feel 


will many 


men who 
asso- 


will gives 


Baltimore Displaymen 
Change Positions 

Leo H. Monsein has resigned as display 
manager for Julius Gutman & Co., Baltimore, 
after four years service in that position, in 
order to locate closer to his home in New 
England. Previously, Monsein had been 
with the department of Gimbel 
Brothers, New York City, for two years and 
in a with Jordan Marsh 
Company, Boston, for five vears. 

His place at Gutman’s has been filled by 
Walter I. Ford, for nearly a 
with The Hub, 


display 


similar position 


quarter of a 


century Baltimore. The Hub 


25 


has replaced Ford with Alex Surasky, who 
had been in charge of the men’s wear win- 
dows. Surasky has been with the store for 


fourteen years. 


Leeker And Braun Resign 
Stix, Baer Positions 

EK. H. Leeker, in charge of display for 
Stix, Baer & Fuller Company, St. 
has announced his resignation as of June 1. 
Henry Braun, 
has also resigned after fifteen years with the 
firm. 


Louis, 


assistant display manager, 
The plans of neither have been an- 
Leeker joined Stix, Baer four 
vears ago, after having keen with The Hub, 


nounced. 


Chicago, for twenty years. 
The appointment of Syl C. 
place Leeker has been announced by a store 
For the 
has been with Garrison-Wagner Company, 


Rieser to re- 


executive. past two years Rieser 


St. Louis display supply house, in charge of 
Prior to that 
secretary of the 


time 
Inter- 
Men tor 
was em- 
Electric & 
Power Company, St. Louis, and in the dis- 


department store sales. 
he was executive 
national 


three 


Association of Display 
Still 


Laclede 


years. earlier, he 


ployed by the Gas, 
play department of Stix, Baer under the late 


H. H. Tarrasch. 








Mitten’s new 


DISPLAY MASTER “6” 


Designed ESPECIALLY for the 


USERS OF MITTEN’S DISPLAY 


EACH drawer slides easily forward, making the letters quickly 
Beautiful walnut finish. 
and always at your fingertips. 


accessible. 


Light of weight and strongly built. 


signs with the DISPLAY MASTER “6.” 


price for complete group 


DISPLAY MASTER *‘6” 
Contains all of the following : 
233 34-inch Modern letters & figures. 
233 2-inch Kabel letters & figures. 
26 4'.-inch Kabel figures. 


2 14x21-inch Display Panels. 
i 6-drawer Display Master. 
| guide rule. 


LETTERS 


Keeps letters bright and clean 
Uniform and 
Its fun to make your own 


Special aa 


compact storage. 








ORDER NOW! 


and put Mitten’s Letters on your sales force 


LETTERS, Redlands, California 
Pacific Coast Distributors: 
Lor Sales Co., 460 E. 3rd St.. Los Angeles, California 


MITTEN’S DISPLAY 


MITTEN’S 


NAME 





ADDRESS 


DISPLAY 
PLEASE SHIP ME THE SPECIAL DISPLAY MASTER “6” AT ONCE 


LETTERS, Redlands, California 
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Every displayman or woman in America 
man, 
Com- 


name of one 


Display 


will long remember the 
the chairman of the Victory 
mittee, which is fully explained on pages 5, 
6, and 7 of this issue. He is a man of ac- 
tion. A man of few When Joseph 
McCann, president of the International As- 
sociation of Display Men made this appoint- 
used excellent judgment and I be- 
profession unanimously 
This man, with 


words. 


ment he 
lieve the display 
agrees on his wise choice. 
every display person's cooperation, will give 
our profession its greatest opportunity and, 
most important, it will be a mighty 
in aiding our government to victory. Re- 
Leslie S. Janes, national 
manager, Roebuck & Co., 
Give him the kind of cooperation 
that direct hits upon our 
He needs displayman in America in 
his army to spread the Victory displays 
land. You, men and women of 
field, are really the commandos 


force 


member his name: 
display Sears, 
Chicago. 
scores enemies. 


every 


across our 
the display 
of Main street. 

In fact, the retailers of America are not 
going to overlook any angle when it comes 


—''I'm afraid Jackson has been seeing too 


DISPLAY WORLD 


hink this ever 


ME BY FRANK G. BINGHAM Small 


to selling war stamps and bonds. Five men 
head up the Promotional Plan, namely: Bert 
Sarazen, publicity director, The Hecht Com- 
Washington, who will handle the 
newspaper advertising. Les Janes will han- 
dle display for windows; Robert Marimon, 
display director, The Higbee Company, 
Cleveland, for interior display and posters; 
Willard Campbell, publicity director, G. 
Fox, Hartford, for radio, and Allan Wells, 
promotion and advertising manager, Kauf- 
mann’s, Pittsburgh, for publicity of special 
Read it over again; two displaymen 
on a committee of Yes, things are 
happening fast. Display is no longer a 
baby in swaddling clothes. 


pany, 


events. 
five. 


The May 2 issue of Colliers tells that 
nearly all banks in India maintain a large 
room, with windows opening on the street, 
where passers-by, day and night, can see 
numerous metal filled with rupees. 
This permanent display of real money is 
necessary to secure and hold depositors and 
to keep the confidence of the public, which 
has no taith whatever in mere figures. Per- 
haps Sir Stafford Cripps would have had a 


boxes 


| 


many South Sea movies lately, J. B.""— 
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more successiul mission if he would ha 
added a tew good English and Americ 
display personalities to his entourage. 


Down in the heart of Texas is a displa 
man who has instilled a human _ inter 
touch to his displays worthy of high prais 
He has taken small bits of life that ha 
been handed down by custom from one ge: 
eration to another and re-enacted them 
his clever windows. A bridal window show 
the groom carrying his bride 
threshold—an age-old tradition, yes, but 
new angle for a bride’s display. Anoth: 
showed children swinging back and forth | 
promote shoes. A yard goods display ce: 
tered around little girls playing “grown-u 
with material draped around them and—be 
ot all—they had mother’s shoes on and larg 
brimmed hats. Business girls’ clothes wer 
promoted with large keys of a typewriter on 
the background. Our ears have heard a lot 
about Texas lately over the radio, but th: 
eyes of this column would like to call atten 
tion to these fine examples of human intet 
est in display and congratulate the man re 
sponsible — Culver Hill, display manager, 
Hemphill-Wells, Lubbock, Texas. 


across t 


An Open Letter to Mr. Display Manufac 
turer: 

I've seen a lot of conventions, in fact, | 
think conventions have been responsible for 
the little success I have enjoyed in this 
game of display. I have learned a lot from 
you fellows. In all my fifteen years at three 
stores in the Middle West I have always 
greeted you and your salesman cordially 
and looked at your lines. I have always 
bought my limit and, sometimes, too much. 
You fellows really are not salesmen; you're 
more than that, you’re merchants selling 
ideas that sell merchandise for us. We are 
your customers. A good merchant never lets 
his customers down. He knows what the 
word “goodwill” means in business. 

This year as convention time rolls around, 
I am disappointed to hear things about a 
few of you not wanting to come out to the 
Middle West, the safest place in the world, 
to see me. Convention week is the best 
week in the year for me and I know others 
agree. It's like going to a local chicken 
supper and meeting your friends and neigh- 
These get-togethers like the one 
we're having in St. Louis makes us do bet- 
ter work, makes our jobs better and helps 
you do more I am going to St 
Louis, and so are hundreds of others. We 
are your customers. We hope you'll change 
your mind and take in that chicken supper 
at St. We'll be looking for you. 


Best regards, 


bors. 


business. 


Louis. 


Joe Displayman. 
P. S.: This may be my last chance; I'm 
getting friendly with my draft board. 


Wordisplays: It looked like a miniaturt 
convention at the Retailers for Victory clini 
in Chicago with a great turn-out of display 
power ready to tackle any job... . Ray 
Parks, Leavitt's, Manchester, N. H., who has 
received nation-wide endorsement to be the 
next president of the I. A. D. M., flew in 
after several trips were cancelled to make 
room for war travelers. Joe MeCann 
looks fine after his long illness. He should 
have been at the speaker's table, which was 
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as long as a row of defense houses. 
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rtense Odlum, chairman of the board, 
iwit-Teller, New York, was one of the 
akers who brought down the house... . 


‘rank Isbey, Detroit, won top honors for a 


at, inspiring address. He was really the 
that hit the home run. ... St. Louis was 
| represented with Chadwick, Raining, 
sche, Vierheller, Doran and others. 

k Staines, the watchdog of the I. A. D. 
checkbook, was on hand from Tulsa. 


The profanity he used in a recent war win- 


dow 


wil 


. with great success, was written by his 
e. . .. Bob Johnson at Commonwealth- 


Edison, Chicago, has gone all out for war— 


thirteen fine displays; 
yapping Japs... . 


Bill Campbell at Carson 


Pirie Scott brings you face to face with a 
two-pound magnesium bomb in a dramatic 
comparison using a child’s room before and 


after 
here!” 


with the caption: “It can happen 
... Clint Clark and Ed Wussow were 


at the meeting, which means that Milwaukee 
will be all out for Victory in a big display 


way. .. . George 
alth-Southern 


we 


learns 
especially 


week-end at 


at 


Common- 
Mich., 


day, 


Westerman, 
Corp., Jackson, 

about displaymen every 
when a bunch gathers together. 
. The Chicago Display Club had another 
Hermanson’s summer cottage. 
. Cahill and Jack Pollari went swimming 
midnight. Pollari lost his clothes; the 


more 


fellow that took his clothes lost his hat; it 
was put 30 feet up a tree by Pollari; Dwig- 
gins went home bareheaded—draw your own 
conclusions, ... z \ bicycle pump is excellent 


for 
ners. 


blowing dirt out of hard-to-reach cor- 


Take note, many display cyclists— 


not all the dirt is in the other guy's win- 


dows. . 


& 


at 


Burk of 
ultra-modern Martin's Store for Men, Louis- 
ville. . < 


Heilbroner, New York City, and Berry- 


Richmond has joined the new, 


. Walter I. 
The Hub, Baltimore, moves over to the 


Ford, for many years 


Julius Gutman Company, same city. 


| Hazlett 
Pinna’s, New York City, was inducted into 
the 
) command ot Uncle Sam... . 
formerly 
Ne 
avenue. ...A 
shop: “Attention, soldiers and sailors—suits | 


pre 
g1V 


Russian prisoner of the Japs for six months | 
during the war of 1905. 


like it. 


Th 


too: 
store in Italy caused a riot. 
it that Marian Lenig, 
Indianapolis, has joined The Hill 
ment Store, Marion, Ind... . 
¢ moves 


ssed 


Glazebrook, display director, de 
displaymen under the 
Tom Hanlon, 
display director at McCreery’s, 
w York, was seen in uniform on Fifth 
sign in a Chicago tailor 


growing list of 


free.” . . . The Associated Press 


es it this way: Henry Schurosky was a 


His son is in the navy. 


.. This helps, 
A ham on display in the window of a 
... Reports have 
formerly at Murphy's, 
Depart- 
John De Jung 
over to The Why Store, Muncie. 
Railroad car wheels last only 15,000 to 


20,000 miles on the new high-speed trains 


\ here's 


Ss the 
¢ Le 





vo 
th 
tr 





wear out before 


convention in St. 


hoping they don't 
Display for Victory 


uls, especially on the train you're rid- 
n ing 
‘ this 

lose 


.«. Pay Day is Bond Day.. .. To win 

war is to live as free people .. . to 

.. Are you doing 

ir full share? ... Write Les Janes today 

t you are ready to pitch in for the Vic- 
Display Campaign. 


is to live as slaves. . 
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unlucky, yes, for the | 





Hows bye Hypedt 


BY THE HANDFUL V4 











.. Paul Barber, formerly with Weber | 


He said he didn't | 
He would like to get back at the | 
Japs, but he is 62. 
Free pressing is the least he can do. . . 
at's the spirit that wins. . 


MANNEQUINS 
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@ In planning your displays, you'll find SCATTER-GRASS an 


ideal way to solve the problem of odd-shaped and awkward 


areas. It looks just like real growing grass. You can use it by 


itself, or as a “filler'' along with your Eaton grass mats. Eaton 


Scatter-grass is made of genuine imported raffia, fire-resistant 


and mildew-proofed. Can be used over and over again. 
Carton, enough to cover 20 sq. ft. I'' thick, only $2.50. Ask 


your local display jobber. 


EATON BRO 


HAMBURG, 


THERS CORP. 


NEW YORK 








4, MILEO 


Creator Since 1900 


A complete line of merchandising 
mannequins. Men, Women, Misses, 
Teen-Age and Children. Write today 
for photos of this outstanding group. 


7 West 36 St. fer 3"* New York 














VICTORY DISPLAY NEEDS 


American Panel and Red, White & Blue Seam- 
less, Patriotic Stripe Papers, Veloursheen, 
Photo Murals, Crush Grain Leatherettes, 
Quiltsheen — Vacation and Summer items. 
Manufactured by 


BULKLEY, DUNTON & COMPANY 


Distributed from stock by 


GARRISON-WAGNER COMPANY 


1629 Locust Street St. Louis, Mo. 
Chicago Showroom—326 W. Adams 








@ @ @ When Writing Advertisers Please Mention DISPLAY WORLD @ @ @ 
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By De SAULT a 








—Here is an unusual sell- 
ing unit for lamps. It can 
be build around a circular 
post by constructing the 
unit so that the post sup- 
ports the standard of a 
lamp of Gargantuan pro- 
portions, with the shade to 
match in size. The shade 
itself is made of translu- 
cent parchment paper and 
should be illuminated. The 
shade can be colored and 
decorated to suit and 

—We show here a handy folding booth can also bear appropriate 

that is easily moved from place to place copy— 

in the store; it requires only small space 

when not in use. The canopy top is 

of brightly striped awning material. It 

is removable, and of course collapsible. 

Paint the wood work a bright red or 

green. This booth is especially appro- 

priate for showing summer merchan- 

dise— 














— In promoting summer 
clearance sales, this unit 
can be used either on top 
of wall or center shelving, 
or fastened against a store 
post. The box of artificial 
flowers and the lattice give 
the proper atmosphere and 
at the same time dresses 
up the setting with the 
necessary eye appeal. The 
long letter ''S" is cut from 
wall board and fastened in 
place on the lattico— 


























—Very smart and feminine is the 
“hat box'' shown here, with the 
face of the canopy and tho cir- 
cula~ table done in rayon satin 
quilting. The drawing shows the 
unit equipped with hat displayers 
fastened to the post. This same 
unit can be adapted for the pres- 
entation of lingerie, hosiery, or 
perfumes— 
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Prizes To Be Awarded 
For Tennis Displays 


Vindow displays which tie in with Na- 
tional Tennis week, May 23-30, again will be 
awarded prizes by The Sporting 
Dealer, St. Louis, sponsor of the annual 
event. Five trophies are being offered. Any 
stores in the United States and Canada sell- 
ing tennis equipment at retail are eligible. 


Goods 


Small dealers this year may compete for a 
special trophy. 

The display must be on view between the 
dates mentioned, and must contain a sign or 
poster reading “National Tennis Week.” 
Entries must be received by the sponsor not 
later than Monday, June 15. 





Point of Purchase Institute 
To Hold Annual Meeting 


The second annual meeting of the Point 
of Purchase Advertising Institute, 52 Van- 
derbilt avenue, New York City, was held 
on May 12 at the Edgewater Beach hotel, 
Chicago, according to Edward T. Sajous, 
executive secretary. The session was 
preceded by a meeting of the Institute's 
board of directors. Chief among the sub- 
jects for discussion was the Institute's 
program of study and research which was 
recently reviewed by the display committee 
of the Association of National Advertisers. 


Freitag Joins Department 


Of Erlanger Dry Goods 


George H. Freitag, Canton, Ohio, who has 
been a free-lance card writer for the past 
ten years, has accepted a position in the dis- 
play department of the Erlanger Dry Goods 
Company, of the same city. He will be 
under the direction of John Jackson, display 
In addition to his regular occu- 
pation as card writer, Freitag has had a 
number of short stories published, including 
some in The American Magazine and The 
\tlantic Monthly. 


mMahager. 


Lasche Is Director 
Of I. A. D. M. Convention 

“The Display Parade” in the April issue 
inadvertently credited Joseph Chadwick, 
Famous-Barr Company, St. Louis, with be 
ing director of the International Association 
of Display Men convention in that city in 
June. This was an error, as Otto S. Lasche, 
Kline’s, Inc., is convention director. 





Displayman Directs Parade 
For War Bond Effort 

The War Bond parade which the City 
ot Cleveland held the night of April 30 to 


back up the Treasury Department's bond 


sale campaign starting May 1 was directed 
by C. H. Fadem, display manager for Lyon 
Tailoring Company. Fadem is also secre- 
tary of the Cleveland Display Club. 











Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where, 
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BLACKOU7 CONTROL 


FOR DISPLAY WINDOWS - - - SIGNS 
ALL TIME-SWITCH CONTROLLED ILLUMINATION 


PHOTOSWITCH Photoelectric Blackout Control pro- 
vides automatic blackout control of illumination by observ- 
ing a centrally controlled street lamp with which it is 
aligned. When the street lamp is turned off at the central 
station, PHOTOSWITCH blacks out the illumination it 
is controlling and the illumination is resumed as soon as 
the street lights are again lighted. 


Designed to meet the particular specifications of this 
application, PHOTOSWITCH has been thoroughly tested 
under severe operating conditions. It is approved by the 
blackout committees in many of the larger cities and is 
being used by many of the nation’s leading stores. 


ECONOMICAL---RUGGED---FOOLPROOF 


Write For Information 


PHOTOSWITCH INCORPORATED 


CAMBRIDGE IE MASSACHUSETTS 
District Offices in All Principal Cities 








BENT GLASS 
DISPLAYERS 


Patented) 
Sizes and types for prac- 
tically every need. Write 
today for full informa- 
tion and price list. 


J. E. BARRON 
and ASSOCIATES 


534 Vine St.. Cincinnati 
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isplay Studio Problems 


XLII. COMMENTS ON THE PRESENT SITUATION 


By JACK FLEMING 
Hartwig Studios, Milwaukee 


recently gone 
through one of the most important changes 
in general “housecleaning” that it has ever 
Many a display manufacturer has 
found himself in difficulties in the past few 
months. The be obvious to 
many of you restricted markets, short 
working capital, over-investment in inven- 
tories, general business laxity. All 
around us, clients we have had for years 
have suddenly been side-tracked into war 
production, making it unnecessary for us to 
serve them, as they no longer need to ad- 
A select few are leit, 
together with many mushrooming industries 
not affected by war production who are 
using our talents to sell to the newly-rich 
retail market. 

The general collapse of “business as 
usual” has affected all the merchandising 
industries to a great extent, and only those 
with an eye to the future can hope to exist. 
It is my suggestion in the following para- 
graphs that those who expect to continue in 
the display studio business take stock of the 
situation as it stands in regard to their own 
eliminate all unnecessary 
frills, thus streamlining their requirements 
in production to fit the situation. Many of 
the things we did six months ago are now 
not only obsolete but foolish. The major 
problem has been inventory, with sales, de- 
sign, and production revelving about this 
unpredictable factor until we have finally 
arrived at what, at present, is the net result 
of the transition from usual” 
to “business that’s all business.” 

The problem of inventory has always been 
an easy one for the displayman. His local 
or national suppliers of raw materials of a 
specialty nature have always been willing to 
sell to him in any quantity he desired. Basic 
hardware supplies were as close as the near- 


The display business has 


seen. 


reasons May 


and 


vertise for business. 


companies and 


“business as 


est hardware store, and if there wasn’t room 
for a gallon of paint on the shelf, he bought 
quart cans and used it when the job came in. 
Gradually all of us accumulated lots of 
“left-overs” which we _ heartily treasured, 
though to the average eye it was just so 
much junk. To the display studio oper- 
ator, this represented “inventory” up to six 
months ago, as far as the books were con- 
cerned, but actual inventory of materials 
needed and known as “basic” materials were 
those things on the local suppliers shelves 
that we could get at a moment's notice. 
Only the larger display firms carried roll 
stock of any yard goods; few kept nails, 
screws and hardware of a general nature 
on the shelves; paint was purchased as we 
needed it, and the left-overs used as a “slop 
coat” for coating out and painting backs on 
displays. 

True, most of us had a couple of packages 
of wall board lying around, a gallon of all 
the basic colors of water-color or flat paint, 
a few cans of oil and 


color, a couple of 


thousand feet of lumber in the rack. Chrome 
mouldings, sheet plastic, leatherettes (unless 
we bought out some unlucky competitor or 
job lot stock) special hardware trimmings, 
etc., were readily and willingly supplied to 
us by our local sources. Our designing de- 
partments went hog-wild with materials. 
Chromium and extruded aluminum mould- 
ings were as common as lumber; plastic was 
bent, formed, twisted, drilled, and 
hammered into a thousand uses as only the 
display designer could use it. So on and on 
with basic supplies for the display business. 

Suddenly Pearl Harbor jumped into the 
picture. At first there were slight price ad- 
vances in basic material, then suddenly cer- 
tain of them were harder to get, followed by 
not being able to get them at all. Shipments 
were delayed to our local suppliers, certain 
of the lines they were carrying were lim- 
ited to available stock, and many times we 
scouted the outlying territories in a wild 
effort to find stock. The designers started 
to wail their inability to design without the 
freedom of material, the shop suddenly (if it 
could affort it) piled in a mass of things to 
put on the shelves, only to find later that 
some of it couldn't be used to immediate 
whereupon the hollered 
about foolish investments, etc., etc., etc. 

Unfortunately, the less experienced ones 
over-invested or waited too long to obtain 
materials, some of the designers gave up the 
ghost, and we in the display studio business 
found ourselves in a fine muddle. On top 
of this the sales departments of many studios 
starting telling management that the indus- 
trial and commercial exhibitors were grad- 
ually falling off, show cancellations were in 
every day’s mail and we were suddenly con- 
fronted with a business gone begging. Raw 
materials were too high to be competitive in 
production, designing was limited to “old 
stuff,” and sales on this basis were unin- 
teresting, and few and far between. Inven- 
tory in the meantime sat on the shelves and 
leered at us. 

Selling in the commercial field was a com- 
paratively easy matter for the experienced 
studio displayman six months ago. 


sawed, 


advantage, boss 


Those 
of us who contacted big business found that 
originality and unusual presentation were 
the big factors in selling our merchandise. 
There was little comparison of price value 
on the part of the buyer, because what we 
presented was an original idea, something 
without comparison. The total cost, as rep- 
resented by the values incorporated in our 
ideas, was the determining factor in closing 
the sale. A good salesman, with a talking 
knowledge of materials and basic design 
could practically dictate the display policies 
of his clients, within the their 
requirements. Such a man had an endless 
amount of calls to make, and sales became 
more or less a by-product of the designing 
department. 


scope of 


Today, we look for sales. First of 
there are fewer buyers. Secondly, we hay 
as much to sell, and what we do sell ha 
be sold at a higher price. Fortunately 
everyone has been definitely calloused to ¢| 
phrase “I can’t guarantee the price or 
livery,” and this has helped somewhat 
quoting to this restricted market. Sales de 
partments started to dwindle, because, ait 
all, the boys were on commission. 

Production and costs, up to six months 
ago, were merely the itemization of a bill 
of materials used on a job, and comparison 
of these with a quoted price. More often 
than not this price was arrived at by guess. 
Some jobs cost more than they should, and 
on others (the ones the shop foreman always 
called particular attention to) there was a 
fairly juicy profit. It all evened out at the 
end of the year, and everybody got their 
pay checks and went home smiling. 

Today, productions and costs are more 
and more evident in determining selling 
prices. The solution to the problem is care- 
ful estimating, combined with shop and de- 
signing economies we never thought were 
possible. Today, we count the sticks in the 
job, hold the production schedule to minutes, 
and raise particular hell with the shop fore- 
man and workmen if something goes wrong 
on the job. 

Haphazard designing has seen its day. 
Up to six months ago a designer with highly 
practical ideas was more or less a freak in 
the designing department. He _ took too 
much time to analyze structure, worried too 
much about dimensions, and took too much 
time to make his detailed sketches. All 
that wasn’t necessary at all, because all the 
customer wanted was an idea anyway, and 
why didn’t he do as quick a job as some ot 
the other fellows? Sure, he was thorough 
in his work, but why worry about that? All 
he had to do was slap some color into an 
unmeasured perspective and let it go at that. 
Just because the job didn't look like that 
when they got through with it didn’t mean a 
thing, as long as the salesman had some- 
thing to talk about. 

Today that man who took time to analyze 
design from a practical standpoint is the 
king bee in the designing department. His 
detailed analysis of line, form and color 1s 
paying dividends. His understanding of 
structural detail from a production angle is 
a boon to production, sales, and manage- 
ment alike. He is the organizer of the onl) 
thing we have left to sell... practical fabri- 
cation of sound, real, sincere ideas, each 
idea thoroughly analyzed from all 
before it is even presented. 

You say that all of this is a sure 
that the display business is on the way out? 
You say that it is impossible for anyone to 
exist without freedom in their designing 
and selling? You ask how can 
nowadays, when nobody is advertising any- 
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way, and if you could find customers you'd 
scare them away with your prices? You ask 
how in the world can I dispose of my in- 
yentory, and get my production in line if I 
have nothing to produce, and no records that 
I can trust from past years’ experience? 
Looks pretty bad to you, doesn’t it? 

Now look at the other For 
years the display business has been easy 
going. Inventory was reduced to a mini- 
mum because we could get what we wanted 
with a telephone call to the nearest source 
of supply. Sales were a matter of extolling 
the merits of a “beautiful” design. Design- 
ing was a matter of outdistancing your com- 
petitor with “modernistic” treatment and 
grotesque construction, sold to the customer 
as “original and unique.” Production was a 
matter of gathering together a bunch of con- 
struction men with a smattering of genius 
among them, and letting them go hog-wild 
with a pile of materials. If they kept track 
of their time or material at all, in most 
it was just a bad guess after they 
were all through with the job. Generally 
speaking, a studio displayman was consid- 
ered to have certain techniques known only 
to him by which he produced amazingly un- 
usual things for the public to purchase at 
what they thought were “exorbitant prices.” 


side of it. 


Cases 


We can thank our lucky stars that the 
situation as it stands today makes it impos- 
sible for that type of displayman to continue 
to do business. We can thank the powers 
that be that the “basement boys” can’t stand 
the pressure. Thank goodness the sales de- 
partment is no longer a “design 
peddlers,” and the production department is 
learning to meet budgets. Thank heaven the 
designers are restricted to economical, prac- 
tical design, rather than nightmares for the 
production department. Most of all, thank 
the display business is gaining 
some respect from its customers, and is hav- 
ing a chance to prove that practical design 
within the scope of existing materials is as 
much or more to merchandising campaigns 
than it has ever been in the past. 


gang otf 


goodness 


On top of all that, we're at last learning 
that we require only a few elementary ma- 
terials to produce truly beautiful displays, 
both economically and efficiently, at a price 
that is competitive, and still profitable. 
We've cast off all unnecessary frills in de- 
sign, and we're making glass do the work of 
plastic, paper do the work of leatherette, 
dowels do the work of bolts, and a thousand 
and one other materials are being resur- 
rected from the “ordinary” category to find 
places as substitute (and in most cases bet- 
ter) materials for the jobs we can produce 
while we're restricted. It’s a whale of an 
experience and a wonderful opportunity. It's 
the long-needed refinement of the display 
business to the point where a designer is 
now a man who designs with sales, produc- 
tion, and inventory in mind. A salesman 
now sells a design by showing how eco- 
nomically it can be produced, shows _ its 
Practical usability, and, if it is designed 
properly, can offer satisfactory delivery be- 
cause the design incorporates a minimum 
amount of restricted materials. The produc- 
tion department is fast learning the impor- 
tance of accurate records and is educating 
the designing and sales departments in effi- 

[Continued on page 4o] 
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Gift Shop—2601 Parkway, Philadelphia, Architect: Aaron Colish 


t would be easy to grow ecstatic over 
the result achieved here bv architect 
Aaron Colish. 


For... climaxing the soundness of his 


overall decorative scheme is the 
Flexglass lining of the curved recesses for 


display shelves. 


Small, shimmering rectangles of real glass, 
mounted on a flexible fabric, provide 
exactly the right background for modern 
vases, figurines, and objets d'art. 
Inside or out, Flexglass is the 
to the decorators prayer. Quickly and 
easily applied to any hard surface — flat, 


answer 


convex, or concave—it is waterproof and 
weatherproof, requires no maintenance. 


A colorful Flexglass front adds distinction 
to any store, stops the passers-by — and 
brings them in to buy. Choose from... 
many different colors and types— mirror, 
opaque, dewdrop, and metallic. 


For detailed information on Flexglass con- 
sult your architect or designer. Or, write 
for FREE color card and folder, and the 
name of distributor nearest you. 


UNITED STATES PLYWOOD CORPORATION 
103 Park Avenue, New York, N. Y. 





For the rich elegance of genuine wood 
backgrounds or interiors use FLEXWOOD... 
Pliable wood veneer cloth-backed. Strong 


and durable yet bends around a pencil. 





* 
a 


Available Now... No Priorities! 


Hw mld Ni} 


Ny 


Flexglass and Flexwood are manufactured and marketed jointly by 


The Glass That Bends 


the Mengel Co., Louisville, Ky., and by United States Plywood Corp. 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 





“FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


FLAME-GLO CO. Inc. New” fone’ city 











145 to 15] 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 








MANNEQUIN REFINISHING 


A new kind of service by an 
experienced mannequin artist. 
ALL WORK DONE IN MY OWN STUDIO 
Shipping Cases Furnished—Freight Prepaid—No 
Fuss—No Bother—Better Work—Factory Finish 
Write for Complete Information 


L.M. BRENAN “17 EAST 10TH | ST. 


INDIANAPOLIS, IND. 








1. A. D. M. NEWS 
[Continued from page 20] 

It has always been my custom to 
openly in this column when any 
the International Association of 
Men or its associates has been questioned. 
I feel it incumbent upon me to express again 
the “Spirit of St. 
It was rumored some time ago that 


talk 
policy of 
Display 


what I choose to term 
Louis.” 
the I. A. D. M. 
was a political coup ‘d'etat. 
this rumor their calculations on the 
fact that 
ship it would be 
Display 


convention going to St. Louis 
The sources of 
based 
such a large local member- 
easily possible for the St. 
Guild to 


There is only one way to 


with 
Louis steam-roller the 
coming elections. 
do business in my mind, and that is to tace 
the facts. When the St. club found 
what was being said about this matter, they 


Louis 


immediately obliterated any chance of mis- 
understanding by sending a letter to Presi- 
dent McCann and _ the directors, 
stating that they entertained absolutely no 
thoughts of this character; to prove it they 
went on record that they would support the 
Manchester, N. H., 
first vice-president of the lL. A. D. M., in the 
elections. This had no strings at- 
They stated they would support the 
board of 


board ot 


election of Ray Parks, 
coming 
tached. 
recommendations of the 
I personally need 


further 
directors in this election. 
no further proof of the sincerity of the St. 
Louis club. 


proud of when 


of the 
? 


have a town to be 
invite you to the foremost city 
Mississippi Valley, per 
cent of the total and 61 per cent of the retail 
population of the United States. 

The forefathers of the St. Louis display- 
men took this land from the Indians in 1764 
to be used as a trading post and now no one 
taking pride in the 
progress of their city. This is the city they 
offer you as the official launching place of 
the Victory before the 
displaymen and retailers of America. 

One can not be too liberal in giving credit 


They 
they 


wherein reside 5 


can blame them for 


Display campaign 


to these men and women who have arranged 
enjoyment beyond 
convention. 


entertainment for 
the comparison of the 


your 
average 
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It sounds like a lot of fun, but they do mean 
business. Too many praises can not be sung 
in favor of every person connected with the 


ce mventic m arrangements. 


contest 
with 


photograph 
in connection 


The annual display 
will, of course, be held 
the convention this year, with an added fea- 
ture: three war saving certificates will be 
awarded for the best displays in each of the 
following defense display groups: (a) stamp 
and kond displays; (b) Red Cross displays; 
(3) Civilian Defense displays; (d) general 
defense displays. 

As usual, the regular classifications will 
carry the following awards: first prize, gold 
medal and fifteen points; second prize, sil- 
ver medal and ten points; third, bronze 
medal and five points. The grand champion 
prize, a large beautiful trophy, will be 
awarded to the member winning the greatest 
number of points. The sweepstakes winner 
will receive a trophy, also. This division 
ot the contest provides for the entry of a 
special group of six photographs, 8 by 10 
inches, on any kind of merchandise display, 
or all one kind of merchandise but different 
The photographs must be sent in 
a separate package and marked _ plainly. 
Photos entered in this can not be 
duplicated in the regular photo contest and 
no extra points will be awarded toward the 


displays. 


group 


grand prize mentioned above. 

A brief summary of the photograph con- 
test rules is given herewith: Only I. A. D. 
M. members in good standing may compete. 
All entries must be of work done since the 
last convention, June, 1941. All awards by 
comparison, and three prizes in each class. 
A photograph is eligible for entry in only 
one class; duplicates may not be entered in 
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the sweepstakes group. All entries shall 
in black and white only; no retouching 
mitted. No person may enter more t 
three photographs in any one class. 

All entries must be 8 by 10 inches o 
and must be sent in unmounted and plai 
marked on the back of each photograpl 
to the number of the class in which it is 
be entered. (A full list of the classificati 
can be obtained from I. A. D. M. headqu 
ters, 402 Evening Star building, Washi 
ton, D. C.) All marks of identification n 
be erased or covered over. No _ fictiti 
names permitted. Name and address of 
contestant must accompany the packag: 
entries. All entries become the property oi 
the I. A. D. M. and may be used thereafter 
as desired. 

Any classification having fewer than three 
entries will not be judged. Duplicate awards 
for ties. Judges reserve the right to recon- 
sider every verdict, should the occasion war- 
rant such action. All entries must be sent 
postpaid to Ed F. Gallagher, care I. A. D. M 
Convention, Jefferson hotel, St. Louis, and 
must be postmarked not later than midnight, 


June 1, 1942. 











—The SS Admiral, streamlined, air-condi- 

tioned river steamer on which delegates 

will enjoy a trip on the Mississippi the night 
of June 30— 


x thie 
“TOM ALL LID be 
"pal 


—At the left is the beautiful facade of 
the St. Louis Art Museum, one of many 


stately buildings in the Missouri 


city. 


Above, a view of St. Louis from 


across the Mississippi river. 
the court house— 


Right, 
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Treasury Department Promotions Calendar: 


June 14-20 OPEN LETTER TO JOHNNY 
June 26-July 4. LET'S KEEP THE FLAG FLYING 
July 13-20 LETS ALL FIGHT 
July 27-August 3 WHAT EVERYONE CAN DO 
August 12-19 AVIATION DAY 


The Nation Calls on DISPLAY to serve --- 


One of your windows should serve in the great 
U. S. War Bond campaign sponsored by the 
Treasury Department. . . . This drive, under 
the leadership of L. S. Janes. calls for five defi- 
nite themes spaced out in one week showings 
from June 14 to August 19. . . . This is dis- 
play’s great opportunity to serve by lending its 
powerful force of publicity. . . . The program 
is being graded to accommodate the smallest as 


well as the largest store. 

Adler-Jones has designed several effective dis- 
plays for the first of the series known as the 
OPEN LETTER TO JOHNNY scheduled for 
the week of June 14 to 20. . . . Write for the 
folder describing these display ideas to accom- 
modate your window. Write at once to The 
Adler-Jones Company. 521 S. Wabash Ave.. 
Chicago. 





DISPLAYS FOR THE NEXT FOUR PROMOTIONS WILL BE READY IN TWO WEEKS 
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Chicago Displaymen 
Get Together 


—Above are shown several groups of the 278 displaymen who attended the recent meeting of 


the Chicago Display Club at the plant of W. L. Stensgaard & Associates, Inc. 


Picture No. | 


shows, in the usual order, J. W. Campbell, Howard Oehler, L. E. Smiley, and Ed Wussow. 
No. 2, Elmer Broll, G. Keerns, Paul Wertz, George Silvestri, Wally Kramer, Gordon Brauer, 


Phil Atlas, J. J. Sullivan, and W. L. Stensgaard. 
No. 4, George Westerman, Mrs. Stensgaard, Marjorie 


William Cahill at the extreme right. 
Snyder, and Karl Schlecht. 
Chord and J. R. Cooper. 

Stensgaard plant. 


Linder Now With 
Victor, Buffalo 


Formerly head of the interior decorating 
and home planning division of E. W. Ed- 
wards & Son, Buffalo, Marshall Linder is 
now display manager and furniture stylist 


for A. Victor & Co., of the same city. 


No. 5, Fred Rude, Ray Bianchi, and George Silvestri. 
No. 7, the host in person. 
No. 9, the crowd during the meeting.— 


No. 3, Sullivan, D. Rosen, Stensgaard, and 


No. 6, Jack 
No. 8, one view of the trip through the 


Transcontinental Trip 
For Ralph Adler 


Covering the important cities in 
498 Seventh avenue, New York City, is just 
completing a business trip of five 


duration. 


thirty 
states, Ralph Adler, Jas. B. Williams, Inc., 


weeks’ 


Detroit Display Club 
Holds Meeting 

The regular monthly meeting of the De- 
troit Display Club was held at a dinn = at 
the new Horace H. Rackham Found. tion 
Memorial building, followed by a tow~ of 
the modern structure which houses the De- 
troit activities of the University of Mich:‘gan 
and the Detroit Engineering Society. |\ {ter 
dinner the displaymen and their gests 
crossed to the Detroit Museum of Art for 
an interesting lecture. The evening’s e)ter- 
tainment was a_ special arrangement of 
President F. H. Whitelam, R. H. Fyfe ¢ om- 
pany. 

As an after-dinner speaker, J. C. Nichols. 
display director for Ernst Kern Company, 
spoke on the activities of the Navy Citizens 
committee, of which he is chairman.  Presi- 
dent Whitelam announced a train and hotel 
committee for the St. Louis convention of 
the International Association of Display 
Men. The committee is composed of H. W, 
Weaver, chairman; Roy Heimbach, 
D. Johnson, and William Toll. 


Ralph 


Stuart Raymond Wins 
Jaquet Contest 

First prize of $100 has been awarded to 
Stuart A. Raymond, The Broadway Depart- 
ment Store, Los Angeles, in the “Fire Magic” 
lipstick display contest sponsored by Jaquet, 
Inc., 663 Fifth avenue, New York City. Sec- 
ond place and $75 went to Sidney Ring, 
Saks-Fifth Avenue, New York City. The 
contest judges were Dorothy Lovatt, acces- 
sories fashion editor, Women’s Wear Daily; 
Polly Pettit, New York School of Display, 
and Elmer Sheets, Beauty-Fashion. 





Expansion Planned 


By Maharam 


A 50 per cent increase in floor space, iea- 
turing special showrooms for miniature win- 
dow displays of fabrics and accessories, is 
being planned for this October for the New 
York City headquarters of the Maharam 
Fabric Corporation, 130 West 46th street. 
The expansion program will coincide with 
the fortieth anniversary of the firm’s en- 
trance into the display and theatrical field. 
Joseph Maharam is president of the com- 
pany. 


New Mannequin Firm 
Now In Operation 

The New York Mannequin Company has 
and is now in production on 
mannequins, millinery heads, and wigs. A 
complete repair and repainting division is a 
part of the firm’s scope. The factory 1s 
located at 18 Greene street, New York City, 
under the management of A. Borrell. 


been formed 


Uncle Sam Display 
Stops Crowds 

McGinnis’ restaurant on Broadway, New 
York City, has installed an action display 
which is halting large crowds daily along 
that famous thoroughfare. The principal fig- 
ure is Uncle Sam, who administers a knock- 
out punch in turn to the chins of Hitler 
Hirohito, and Mussolini. 
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CURRENT NEW YORK DISPLAYS 


[Continued from page 11] 


ting which reveals wooden washtubs trans- 
formed into chairs, their general aspect 
lightened by an apple green finish and fruit 
motif painted on the surface. <A _ life-size 
washboard suggests many things, including 
the comfort it makes for the back of the 
chair; the top of the board and the seat 
of the “chair” using green and white striped 
chintz with a white ball cotton fringe edg- 
ing. A cut out tree is applied flat against 
the back fence, the boughs so laden with 
artificial red apples that some have already 
fallen into strategic spots. As a nice real- 
istic detail a caterpillar is painted on as 
ambling its lazy way up the tree trunk. A 
generous opening in the fence affords an 
ample peephole for the mannequin to gratify 
her curiosity about the joys of practical cot- 
tons for a summer at home. 

The art of paper sculpture in three dimen- 
sions is well exemplified in the window of 
the Wise Shoe Company, by Display Direc- 
tor Herman Levy, as shown on page 10. 
This display is one of a series used through- 
out the chain of eighteen stores for featur- 
ing their summer merchandise. “Wise Plan- 
tation Party in Cotton Whites” reads the 
card copy in the foreground of the unit to 
the left of the setting. The land of cotton 
is depicted on an upright panel, making a 
background for a Southern mammy, gay in 
her dress of red and yellow and balancing 
on her turban-covered head a yellow basket 
overflowing with cotton. To the right, the 
man is posed picking the cotton right from 
the bolls and is equally colorful in his blue, 
white, and vellow costume with a red ban- 
dana hanging from the pocket of his jeans. 
A little donkey, typically sad looking and 
laden with saddle bags, rides right out of 
the plantation scene and is being greeted by 
the little girl of the family group—she re- 
splendent in her pink paper dress _ tilted 
through her pose to show her white petti- 
coat. Shoes, styled as “Corn Cob Linens” 
take the far end of the display. A _ giant 
ear of corn serves as resting place for a 
farmerette in red and green costume and 
holding a life-size pitchfolk. Luxuriantly 
tasseled corn stalks make the background 
panel for this sculptured paper unit. 


New Booklet On Color 
Problems Issued 

Based on a careful study of the many 
techniques and problems arising in the use 
of color, Fiatelle, Inc., Ridgewood, N. 5, 
and 58 West 40th street, New York City, 
is now distributing folders explaining the 
firm's “Color Helm” as a guide to correct 
color combinations. 
on request. 


Copies are available 


Display Panel Firm 
Inaugurates Service 

Wel’Don Art Panels has opened its cre- 
ative and manufacturing service at 155 West 
46th street, New York City, to supply 
changeable and timely display panels. Fea- 
tured at present is a General MacArthur 
pane!. Jack Weldon, formerly with The Art 
Panel Studios, New York City, heads the 
hew organization in collaboration with Sam 
Roth, general manager. 
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The Season's Most 
Popular Patriotic Panel! 


AUTOGRAPHED PORTRAIT OF GEN- 
ERAL MacARTHUR MOUNTED ON RED, 
WHITE AND BLUE PANEL 36” x 50”.... 


155 WES 
NEW 


aseteile 


te 


ORDER TODAY FOR IMMEDIATE DELIVERY 


WEL’DON ART PANELS 


‘oTH ST. 
City 


WATCH FOR ANNOUNCEMENTS OF FALL AND CHRISTMAS PANELS 
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NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 











DEFENSE 
Wy ad 7) 


FLEXV-ATIZON 
ANIMATION UNITS 


When you require the finest for your 
government contracts or your motion 
displays, specify FLEXO*ACTION. 


GEARED MOTORS AND TURNTABLES 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 





PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS == 








—An actual fishing line ex. 

tends from the rod to the 

bottles in this Ballantine dis. 

play. The side cards are 

' : “scenery, containing no 

WIND SBIR sf Poe 2 copy. Designed by Charles 

: ER BLADE ye es ' Barnes; lithographed by Ein- 

AN BELTS Be ee son-Freeman Company, Long 
3 : Island City, N. Y.- 


—This die-cut display holds 
an actual Eveready Mazda 
Sealed Beam auto lamp in a 
way to invite customer in- 
spection. Other services and 
products are listed on sep. 
arate die-cut strips for inser- 
tion in the face of the dis- 
play. . . . By Forbes Litho- 
graph Company, Boston— 


—Johnny Fifer, trade char- 
acter of the Pfeiffer Brewing 
Company, Detroit, comes to 
life in this statuary display 
created by Ad Art Statuary 
Company, Cleveland. All 
distributors are offered the 
novel piece, which involves 
no war materials— 


—Also by Forbes, this dis- 

play rack brings Eveready 

flashlights within easy reach 
of the shopper— 


—The Pro-Phy-Lac-Tic unit is 
"double-barreled," since both 
top section and base can be 
used separately with equal 
effect—top section as a cen- 
terpiece or wall-piece, while 
the base can be used in a 
group item window showing 
actual merchandise. By Ein- 
son-Freeman— 


CHERAMY t 
April Showers | Laan Re! , (= —Cheramy's "April Showers’ 


display is done in soft pas- 
tels to catch the atmosphere 


a é, * 
; “4 . ar of the gently rolling green 
fields. Six side cards com- 
plete the unit, each featur- 
ing a different item of the 
line. Designed and _|itho- 
graphed by Einson-Freeman— 


—The Hoffenreffer Company 
maker of Pickwick ale, makes 
a tie-up with the defense 
worker in this unit, which is 
reproduced in direct color 
Designed in collaboration 
with Albert-Frank-Guenther: 
Law, and lithographed by 
Einson-Freeman- 
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Use S-1142 Garden Mural to step-up late Spring Sales 


SIZE: 48 IN. WIDE, 15 FT. LONG, TWO REPEATS TO ROLL 
THE SEASON’S MOST APPEALING BACKGROUND — BEAUTIFULLY PROCESSED 
IN PINK, LAVENDER, GREEN, YELLOW, RED, AND BROWN ON WHITE REYBOARD 


Taba eis as 


THE REYBURN MANUFACTURING CO., INC., PHILA., PA. SHOWROOMS: NEW YORK, CHICAGO 

















PLANS COMPLETED FOR NATIONAL Plans National Association 
"DISPLAY FOR VICTORY" CAMPAIGN Of Argentine Displaymen GARRISON-WAGNER COMPANY 

[Continued from page 7] A letter from Bert Levi, display director —T s 
ter, N. H.; Richard A. Staines, treasurer for Casa Tonsa, Buenos Aires, comments on Patriotic Display Needs 
of the I. A. D. M., Vandever Dry Goods plans for the formation of an Argentine dis- 
Company, Tulsa; Leslie Janes; Robert O. play association. Quoting: “Your idea ot in stock for immediate delivery 
Johnson, Commonwealth-Edison Company, forming a national association of Argentine 
Chicago; Carl Haecker; Jack Chord; Frank  displaymen seems to be a very good idea. 
G. Bingham, Robertson Brothers, South Kindly let me have your forms of member- 


Bend; Armand Raining, Boyd’s; Karl Kneis, = ship or, if you like, I could send you a list 
Gardner's; Syl Rieser, Stix, Baer & Fuller; of local displaymen who might be interested 
Joseph Chadwick, Famous-Barr Company, in the matter.” Levi recently became a mem- 
and Otto Lasche, Kline’s, and also conven- ber of the International Association of Dis- 
tion director for the June meeting this year, play Men, and plans to enter a group of his 
all of St. Louis; Bert Johnson and M. J. display photographs in the association's con- 
Whitmar, Kroger’s, and R. C. Kash, editor, test during the St. Louis convention in June. 
- DISPLAY WORLD. $$$ 
spat In addition to the tremendous drive which Display Affiliates 
e bo ‘ ° ’ 
the VDC can give to the government's war 
an be nid soe bhhogg Is Formed 
projects as needed, le Campaign is seen as - 
— ffering displaymen and - profession th Maurice Workstel, who formerly conduct- 
. One g Sple © an¢ e yroOTeSs1oO e : a 4 P ’ 7 ‘ . 
a cen a ie ed Workstel Studios in New York City, has 
while greatest Opportunity yet presented tor ad- : as Pee 
: Hore : ws . organized Display Affiliates, Inc. An entire 
Jina vancement and recognition. Comments on iis k : 
. : : ees Hoor at 144 West 18th street, in the same 
rowing that subject were frequent among those at- : Wn i on 4h 
oe : ‘ity, will be used by the new firm tor the 
By Ein- tending the Chicago meetings. It was felt ‘> : : pelt 7 ‘ 


; production of screen process display cards 
unanimously that such an opportunity comes — ! 4 m, — 
en : . and merchandising displays 
to a given field but once in vears, and that : 





it remains for displaymen to avail them- 





selves of this one. Everyone at the various 
Se at 7 ; DM-629—General MacArthur Panel 
meetings pledged himself te cooperate to the COMING UP! 40’’x54”’ 
limit, and to help secure similar cooperation National First Aid Week—May 17-23. a aaa MacArthur Panel 
7 ° ° x 
irom others in the field. ' Buddy Poppy Week—May 20-30. DM-S28—U. S. Insignia Panel 26x45” 
Janes was the recipient of much praise National Tennis Week—May 23-30. FF-3—Flag Flyer and Flag 
lor the splendid work he has done in organ- Memorial Day—May 30. WD-2—-Red, White and Blue Corobuff 
izing the Victorv Displ; *, a and w: : PK-26—Diecut Patriotic Valance 
! ing the Vic tory Display ampaign and was National Luggage and Leather Goods Red, White and Blue 
tendered a rising vote of appreciation for Week—June 8-13. PK-61—Red, White and Blue Border 
is efforts aa WD-46—Colonial Patriotic Design 
rts. Flag Day June 14. Cananed 
a Children’s Day—June 20. WD-45—White Stars on Blue Field 
mpany Green Bay Meeting Father’s Day—June 21. Corrugated 
makes He I. A. D. M. Convention—June 29-July Flags, Poles, Holders—Red, White and Blue 
Jefense = Everetts ; “ > J Ribbons — Wideroll Patriotic Paper 102’’x18’ — 
’ Trends in Window Display” was the sub- ae Stars and Stripes Velvelur—Shields—Panels— 


hich is : —_— —__Wri 
hic ject selected by James Everetts, a past- Independence Day—July 4. Valance—Write for catalog. 


| eae 
ie President of the International Association of St. Swithin’s Day—July 15. , GARRISON-WAGNER COMPANY 


Dies Bd eres : oe , Anniversary of Beginning of First 
VD » 1 ~ aqaaress ‘TO “ x S . . . 
enther- splay Men, in an address before the last World War—July 238. 1629 Locust Street—Saint Louis, Missouri 


} me thi -eting 7 ; Fe| sc 1S ¢ - Py 
ed by re. — of the Green Bay Di play Chicago Showroom—326 West Adams, Chicago 
mens Club 
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Over Life Size, 28’°x24”...... $25.00 each 
SN ge 5 $15.50 each 
SN il eS $ 2.25 each 


F.O.B. Hollywood, Calif. 


Busts made in solid composition, 
finished in Terra Cotta or Bronze 


We spec:alize in Ladies’ and 
Men’s Mannequins for display 


HOLLYWOOD FASHION FIGURES 


8260 Santa Monica Boulevard 
Hollywood, Calif. 


16 SQUARE FEET 
OF EMBOSSED 


LEATHER only 





















OF COURSE NOT 
But You Get the Same 
Effect with COVERAY 


Imagine a 4-ft. square leather table top for less 
than $1.00! You get the looks at least with 
COVERAY at that price and it wears amazingly! 
For almost any other lining or covering job, it 
looks dollars at a cost of pennies. Besides, it’s 
highly resistant to grease, stains and fading—100% 
washable baked-on enamel finish—22 authoritative 
colors—plain colors as low as $1.50 for 4-ft. x 25-ft. 
rolls. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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issue of 
carried an article entitled, “The Trend Is 
To Mass Display For The National Adver- 
tiser,” by N. T. Sedley, president, Fair Trade 
Merchandising Associates, New York City. 
Surveys which we have made over the 
| nation do not indicate that there is any such 
| trend on the part of the retailer other than 
that which has been forced upon him due 
to the fact that advertisers in the drug 
field have not been offering the independent 
druggist enough product displays, 
either for his own use or put into use for 
him by professional installation. 

There is even serious doubt whether the 
mass type of display produces more cus- 
tomers and more sales dollars for the drug- 
gist. 

In support of this statement, I quote an 
article which appeared in the February 23 
issue of “Drug Topics”: 

“The drug store’s biggest problem is: how 
to get more traffic. We have said that many 
times before. But we say it again because 
the latest figures show only scant improve- 
ment in the situation. Here are the figures: 

“The number of people walking into the 
average drug store every day—in 1928, 493; 
in 1938, 342; in 1940, 365. 

“Even in the boom times of 1940, drug 
store traffic was still 25.9 per cent below 
what it was in 1928! 

“In assembling these figures, Drug Topics 


| 
| 
| A recent DISPLAY WORLD 
| 


single 





ran into a very startling fact: 

“The number of people who stop to look 
at drug store windows fell off—from 1928 
to 1940—by 26.3 per cent! 

“Immediately alert to the possibility that 
here might be a major explanation of why 
drug store traffic dropped by 25.9 per cent 
from 1928 to 1940, Drug Topics made an 
drug store displays. 
Checking sixty stores in twenty-four cities 


analysis of window 
and towns, Drug Topics found: 
“A mass (stockroom type) window, as in 
photograph No. 1, draws, on the average, the 
attention of only 1 out of every 11 passersby. 
“A theme display (consisting of one brand 
of goods plus a dramatic centerpiece) draws 


the attention of 1 out of every 4.7 passersby. 
See photograph No. 2. 

“A related item window (featuring a cen- 
terpiece surrounded by a variety of related 
merchandise) draws the attention of 1 out 
oft every 3.2 passersby. Note example in 
photograph No. 3. 

“What these findings add up to: (1) Drug 
stores have been losing traffic because many 
of them are still using stockroom type win- 
(2) To increase traffic, you must use 
related item dis- 


dows. 


either theme windows or 
plays. 

“That these conclusions are vital to the 
problem of drug store traffic is evidenced by 
one final fact: 

“On the average, 460 per cent of all adults 
who stop to look at a drug store window 
Thus, the more people 
you can persuade to look at your windows, 


will walk inside. 


the greater will be your customer traffic.” 





ingle Product vs. Mass Display 


By LESLIE H. COLONEY, Sales Manager, 
Window Advertising, Inc., New York City 
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In the event that you have not see:. the 
“Drug Topics” article let me add that p'jto- 
graph No. 1 showed the stockroom t of 
mass merchandise display with smal! de- 


scriptive cards and price tickets. 

Photograph No. 2 was the latest .\Jka- 
Seltzer “One-A-Day” vitamin 
stalled by Miles Laboratories. 

Photograph No. 3 showed a related item 
display with price pennants on the top of 
the window and a theme window poster on 
the side. The entire theme of the window 
was “Kill that Cold.” 

So it would seem that the most recent 
survey on this subject very definitely shows 
that the single product display stops more 
passersby than the ordinary stock or mass 
display, and nearly as many as the display 
built around a seasonal theme. 

In the article, “The Trend Is To Mass 
Display For The National Advertiser,” in 
the March issue, the statement is made that 
window display space was an unknown, un- 
controllable quantity and that it could not 
be circulation-checked as are other adver- 
tising media. 

While the inference in this past tens¢ 
statement may be that this is not the case 
today, the article as a whole would have 
been much fairer if it had definitely stated 
after this statement that today it is possible 
to budget your display expenditure on a 
cost per thousand of circulation basis, just 
as easily as you can in other media. 

Also, that you can control the distribution, 
the circulation cost and the market coverage 
just as readily and just as easily as you can 
in other media. 

Any interested advertiser who cares to 
inquire can easily find out just how much 
circulation a certain number of displays will 
produce in any 
United States and just how much that circu- 
lation will cost per thousand. 


displa in- 


given city or town in the 


Then, when he has this information, th 
question is: How many of the near-side 
sidewalk pedestrians will look at his dis- 


play? This question also applies to other 


( 


advertising media. Even now it is not pos- 
sible to predetermine exactly how many sub- 
scribers to a magazine, or readers of a news 
paper, or owners of radio sets, either read a 
specific advertisement or listen to a specific 
broadcast. 


Other media may I 


have gone further by 
research in establishing a possible percent- 
age of readers or listeners than has window 
advertising, but if one accepts the figure in 
the “Drug Topics” survey, it is evident that 
product display like the Alka 
Seltzer “One-A-Day” vitamin display shown 
in the article, attracts the attention of | 
of 4.7 passersby. 
that if the total near-side sidewalk pedes- 
trian circulation for a given window is 4./ 
in a given period, 1,000 will be the number 
of lookers or the number of actual sales 
pressions delivered for the advertiser 
We know that the average cost per t 
sand of near-side sidewalk pedestrian 


a_ single 


It is very simple to figure 



































MAY, 1942 


-» ition in all of the cities in the United 
S1es over 25,000 population is 23.3 cents. 
' is based on an estimated cost for dis- 
material and installation.) So, if 1 out 
very 4.7 passersby look at this window 
display, then the approximate cost per de- 
liv -ed sales impression is less than $1.12 
per thousand. 

Naturally, these circulation figures and 
costs are predicated upon a controlled dis- 
play effort based on the recommendations 
made in the National Window Display Re- 
search report by the Advertising Research 
Foundation and involves the individual con- 


trol of this display distribution, in the larger | 


cities, under a properly districted map sys- 
tem as set up and recommended in this 
same report. However, this is all available 
to any advertiser who gives the same seri- 








ous thought to his display budget that he | 


gives to his radio, newspaper or magazine 
budget. 


War Production Board 
Plans Power Control 


The War Production Board on May | set 
up machinery to handle power shortages 
wherever and whenever they occur in this 
country. A nation-wide order in this con- 
nection may affect every user of electric 
power, and is of particular interest to dis- 
playmen concerned with the illumination of 
their displays. 

When a power shortage develops, the 
Director of Industry Operations will define 
the power shortage area and issue specific 
directions designed to relieve the shortage. 
He will establish emergency curtailment 
Included in the power-saving 
programs is a provision to eliminate, if nec- 
essary and for the period of the shortage, all 
non-essential lighting such as sign lighting, 
show window illumination, and the restric- 
tion of lighting in stores and other public 


schedules. 


establishments to 1 watt per square foot of | 


(This would permit not more 
than fifty 100-watt bulbs in a store with a 
floor space of 50 by 100 feet.) 
mentioned in the provision relative to stores 
are: interior or exterior sign lighting; in- 
terior or exterior show window and show- 
interior or exterior outline 
and ornamental lighting; interior or exterior 


floor space. 


case lighting; 


lighting for decorative or advertising pur- 

\s mentioned above, however, such cur- 
tailment will be placed in effect only in 
areas facing a power shortage, if, as, and 
when it develops. 


WPB Ban Affects Items 
In Display Field 
\n order dated May 7 by the War Pro- 


duction Board prohibits the use of copper, 
hn 


rass and bronze in connection with the 
manutacturing of bulbs and neon and fluo- 
rescent tubes for advertising and display 


purpe Ses, 





Something New Has Been Added 
At Stalberg Home 


A baby daughter, named Sibyl Gail, has 
arrived at the home of Edwin Stalberg, who 
is proprietor of the Archway Supply Com- 
pany, 616 Arch street, Philadelphia. 


Specifically | 
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SHOW YOUR COLORS 
[Continued from page 16] 


“A thoughtful mind, when it sees a na- 
tion’s flag, sees not the flag, but the nation 
itself..—Henry Ward Beecher. 

“The lines of red are lines of blood, nobly 
and unselfishly shed by men who loved the 
liberty of their fellowmen more than they 
loved their own lives and fortunes.”—Wood- 
row Wilson, May 17, 1915. 

“Everything we do to bring the flag into 


proper consideration by the citizenship of | 


the Republic is highly commendable and 
deserves to be cordially indorsed.”—Presi- 
dent Harding, 1923. 

Songs commemorating the flag are: 

Star-Spangled Banner, by Francis Scott 
Key. 

A Song for Flag Day, by Wilbur D. Nes- 
bit. 

The Battle Cry of Freedom, by George 
Root. 

Columbia the Gem of the Ocean (The 
Red, White and Blue). 

The Stars and Stripes Forever, by John 
Philip Sousa. 

With these interesting events in mind, an 
all-out flag promotion assumes dramatic 
possibilities. Institutional windows showing 
the history of the flag, ledge pieces, col- 
umns, elevator banks, posters, are places in 
the store for displaying this patriotic theme. 
Within the next few months, these holidays 
call for the display of the flag: 

Memorial Day—May 30. 

Flag Day—June 14. 

Independence Day—July 4. 

Labor Day. 

Anniversary of the writing of the national 
anthem—September 14. 

Constitution Day—September 17. 


Nichols Designs Display 
For Navy League 


J. C. Nichols, Ernst Kern Company, De 
troit, has created a window display which is 
being used by the Navy Citizen's League to 
show young men the opportunities awaiting 
After being shown in 
various Detroit stores, the display will be 
used throughout Michigan. 


them in the navy. 


Bob Champion Takes On 


Sherwin-Williams Line 


Champion Display Material Company, 1417 
Fourth avenue, Seattle, has taken on the 
Sherwin-Williams display line for handling 
throughout the Northwest area. Bob Cham- 
pion says of the local situation: “Conditions 
are brisk in the defense lines here, and most 
of the boys in the display field not already 
drafted have gone to work in the shipyards 
or for a plane manufacturer.” 


Bundle From Heaven 
For The Joslin's 


It's a 714-pound girl at the home of I. L. 
Joslin, display manager for Wm. D. Hardy 
& Co., Muskegon, Mich. She has been named 
Jeannie Karen. 

Joslin also announces that his assistant, 
James G. Rodgers, has resigned in order to 
join the army air corps. 











We take things 
in stride 


The Schack Company, 


though finding more 
and more basic mate- 


rials scarcer daily, have 
continued through the 
use of non-essential ma- 
terials to make newer 
and better displays for 
their many friends. 


Ingenuity and resource- 
fulness are the order of 
the day. 


Why not consult our 
Designing Staff for 
something different — 
something dazzling 
and above all something 
American. 


Write now, while it’s 
You'll 


be surprised what won- 


on your mind. 
derful results can be 
accomplished through 
the mail. 


* 


SCHACK 


Artificial Flower Co. 
319-27 W. Van Buren 
Chicago 
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PREVENT 


SUN-FADING 
OF DISPLAYS 


 _ 


| 


Transparent 
SUN SHADES 


Delicate fabrics and colors lose 
sales appeal when exposed to the 
sun's direct rays! Protect your 
merchandise against fading and 
other sun damage with our MORE 
TRANSPARENT shades; proven by 
more than 10,000 installations. 


WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 








with 


CALIFORNIA 








TECHNICOLOR 
In Tru-Tre Bar 


A New Gorgeous Creation 
for Fall Displays 





Ask your jobber to show it 
3x8’ Size 


$6.50 


For early fur and winter coat displays 
we suggest white and blue frosted and 
blue frosted flocked bark... . $6.50 


TRU-TRE STUDIOS 


42 S. THIRD ST. MINNEAPOLIS, MINN. 











CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigus @ Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


: 228 NO. LASALLE ST. 
Carstenite Sales ** Oo; KGo ii. 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 31] 


cient production in an effort to beat the cost 
factor and make production really produc- 
tion. Inventories are fast being reduced, as 
uses are found for things that have been 
on the shelves for years, the potential values 
of which were never realized until we had 
to find uses for them. 

The policy in brief, therefore, which should 
with reputable firms selling 
merchandise displays is: 


find success 


Inventories: Minimize the amount of non- 
basic materials by using them up in special 
applications or discarding them entirely. 
Stock only basic required materials within 
the scope of immediate or possible future 
restrictions. Don't hoard. 


Sales: sound sales plans, exe- 
Don't waste time, 


unless you 


Promote 
cuted by good salesmen. 
money or effort on cold calls, 
have something to sell that answers a prob- 
lem for prospective customers. _ It's 
got to be good, it has to be competitive, and 
it must represent value, as values are much 
watched than they ever have 
Don't oversell. 
Production: With reduced 
production must be efficient. 
should be continually 


your 


more closely 
been before. 
inventories, 
Cost records 
checked. Time and 
materials are money, and a wasted minute 
or excessive waste of material can be dis- 
astrous when they are prevalent. Use the 
waste, and beat the cost estimate. 

Design: Designers must be practical. 
Close cooperation with the contact men, ob- 
servation of competitive products, study of 
new materials and new uses for old mate- 
rials, conservation of waste by knowledge of 
material specifications, simple forms, and a 
minimum of manufacturing process must be 
part of the design. Don't get “frilly.” 
obtained is tor 
the average experienced display studio man 
who wishes to continue the fight to look for 
with the thought in = mind, 
“I've got to turn over the inventory on my 
shelves in order to keep existing, and I have 
to turn all my efforts to things 
within the scope of materials I will be able 
I will have to be highly 
competitors have prob- 
through the 


The obvious result to be 


new markets, 


creating 


to get in the future. 
competitive, as my 
ably gone same process as | 
have, and are really out to get the business. 
I will have to design, not with the thought 
in mind ‘lll make it more attractive in ap- 
the thought of 


it practical for production, within the range 


pearance, but with making 

of my existing stock and within the scope of 

materials that I may not be able to get when 

In other 

words, I'll have to be careful—everywhere.” 
Iry it. It works. 


the time comes to produce the job. 


New York's Ordinance 
On Blackouts 


Considerable interest is being shown = in 
other parts of the country in regard to New 
York City’s “Blackout Ordinance.”  Accord- 
ingly, the following excerpts trom the ordi- 
nance are given below: 


“GENERAL, A. 


to all exterior illumination, such as illumi 


These rules shall apply 


nated signs, exterior surfaces of structures, 
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ground areas, devices, billboards, p 
ornamental lighting and insignias. 

“B. Illumination within or outsicd 
buildings or portions of buildings 
control of the occupants shall be 
guished on the closing of such buildi 
portions thereof to business, unless tl 
some person remaining on duty in the 
ing or portions thereof whose duty it 
extinguish the illumination on an aii 
alarm. No other means of extingu 
shall be permitted unless the method 
proved by the Department of Water S 
Gas and Electricity. 

“C. Time clocks, switches or 
apparatus intended to be operated bh 
raid wardens, or switches on side wal 
cessible from the street level are not a 
able as an approved method of contr 

“DPD. Nothing in these rules shall b: 
strued to apply to any illumination 
does not reflect to the exterior of a 
ture. 

“E. When illumination is to be ex 
guished upon the closing of business in any 


building or portions thereot, there shall be 


conti 


placed on the street entrance door oi the 
building or portions thereof responsible for 
the illumination, a sign approved by the De- 
partment of Water Supply, Gas and Elec- 
tricity, as described in paragraph ‘J’ herein 

“F. Failure to comply with the above rules 
and regulations will result in the revocation 
of sign permit by the Department of Hous- 
ing and Buildings. 

“G. Unless lights are extinguished upon 
the close of business, other methods otf ex- 
tinguishing the lights must be submitted to 
and approved in writing by the Commis- 
sioner of Water Supply, Gas and Electricity 

“I. Where a permittee elects to continue 
illumination after the close of business, he 
shall: 

“1. Furnish to the Department of Housing 
and Buildings the name or names of person 
or persons who will remain on premises and 
be responsible for extinguishment and where 


stationed on the premises. He = shall also 


furnish a diagram on which is indicated the 
location of control switch or switches tor 
illumination; or 

“2. File with the Department of Housing 
and Buildings a drawing indicating the ex- 
act location of a remotely controlled extin 
euishing device which has heretotore been 
approved by the Department of Water Sup 
ply, Gas and Electricity. Upon installation 
of the remote control extinguishing device 
he shall promptly notify the Department ot! 
Housing and Buildings. 

“J. Where a permittee elects to extinguis! 
iHumination at the close of business, he shall 
immediately provide a sign on heavy card- 
board or wood or painted on entrance doot 
shall be (11) long by 
five (5) inches high, white background 
black block letters 
inch wide, reading: 


Signs eleven inches 
vitl 
¥g inch high and approx 
imately 4% 
Ilumination Is 
Extinguished Before These Pren 

ises Are Closed To Business. 

By Order of City of 

New York, Dept. of 

Water Supply, Gas 

& Electricity. 

“M. Inspections will be made in all 
regardless of the method of extinguishment 


Required To be 


selected.” 
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CRESCENT 
Qual: 
BOARDS 


Is More Than Just a 


TRADE MARK 


* 


It's the Mark of 
DEPENDABILITY 
That Identifies the 

FINEST CARDBOARD 


Vanufactured 
* 


A Product of 


CHICAGO CARDBOARD COMPANY 


| 656-670 Washington Blvd., Chicago 





GEN. MACARTHUR 
Display Photos 


Powerful --- Dynamic 
A Sherman Display Scoop in 2 Sizes 


4O" x 54" $3.25 


Sepia and Brown 


24" x 36“ $1.75 


Sepia and Brown Photo with Oval 
Printed Frame in Red, White and Blue 


Quantity Limited—Order Today 


GARRISON-WAGNER COMPANY 


1629 Locust St. St. Louis, 
Chicago Showroom: 326 W. Adams a. 








FINE QUALITY NATURAL 


BIRCH POLES 


FOR SUMMER DISPLAYS 
rox g inch to 1% inches diameter—4e@ foot 
1'; inches to 1 inches diameter—Ge foot 
inches to inches diameter—Se foot 
Lengths up to 12 feet 


WES-BAR DISPLAY CO. 
1005 13th Ave., E. Duluth, Minn. 





THAYER & Hance tay AIRBRUSH 


for the particular artist 


\ % Send for Cotelog L¥4 
~ THAYER ¢ CHANDLER 
O10 W.VAN BUREN ST., CHICAGO.ILL. 
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Display Survey Shows 
Sharp Sales Increase 

Sales of surgical dressings in drug stores 
leaped as much as 498 per cent as the result 
of a Bauer & Black display campaign in 
which floor stand, window, and counter units 
report just re- 
Advertising In- 
stitute, Inc., avenue, New 
York City. Institute, 
the actual research work was carried on by 
the Daniel Starch organization in twenty- 
four communities distributed throughout the 
United States. No other form of 
ing was used. 


used, according to a 
Point of Purchase 
52 Vanderbilt 
Sponsored by the 


were 
leased by 


advertis- 


In each city two. stores were selected; 
one, the control, did not use the display ma- 
terial, while the other did. Each submitted 
a weekly check ot their inventories and 


stock added. The 


in each city remained in use 


displays in the one store 


ior two weeks. 


For the stores using the display material, | 


the first week showed a jump of 294 per 


cent, while the control stores registered an 
increase of 174.5 per cent. The 
first 
per Cent, those for the control 
dropped to 75.4 per cent. For the 
week, though the displays had been removed, 
material reg 


second week 
up to 498 
group 
fourth 


saw sales in the group go 


while 


the stores which had used the 
istered 192 per cent as compared to 62.5 per 
cent for the others. Much the same situa- 
tion existed during the fifth week, with 210 
per cent for the first group and 77.5 per cent 
for the 

Bauer & Black was so impressed by the 
results of the test that an 
portiolio has been provided the firm’s sales- 
details of the 


second. 


elaborate sales 


men, showing the research. 


War Conservation Posters 
Offered At No Charge 


\ series of twelve dynamic war conserva- 
tion 


use, 1s being offered free of 


posters, designed especially for store 
charge to any 
Pacific 

City 


“Take 


ach carries 


them from 
New York 


poster are: 


retailer who 
Mills, 214 


The key 


requests 
Church street, 
words on each 
better care of what you buy.” E 
message, not con 
but the 
posters can be used 
retail 
alumi 


merchandise 
Mills products alone, 


a different 
fined to Pacific 
series is planned so the 
in all departments and all floors in 
Typical subjects are: “The 
60.000 


stores. 


num in quart saucepans will make 


one Flying Fortress,” and “The wool in fit 


teen blankets will equip one soldier for a 


year.” 


"We Charge A Nickel 
To See The Window" 


An amusing way of commenting on 
Ted Kaufmann, 


a dis 
play is furnished by general 
Reliance Pencil 
N. ¥:.; 


Reliance 


manager, 
Mount Vernon, 
featuring 


Corporation, 
in speaking of a win 


dow pencils in the sub 
window of Times Stationery 


New York City 


riders 


way arcade 


Company, in Times square, 
One-halt 
daily 

Square 


the opportunity 


million subway passing 


Central and Times 
“shuttle” are 
how the pencils are 
Kaufmann says of the display: “We 
to see the 
subway ride, 


between Grand 


stations on the given 
to SCeC 
made. 
window 


them a_ nickel 


them 


charge 


and give a tree besides.” 


Our men 
are now on the road 
with a new line of 
displays that makes it 
well worth your while 


to get acquainted. 
+ 


INQUIRIES 
INVITED 





Because of their dependability, 
compactness and versatility, be- 
cause they will give almost any 
motion or sequence of motions at 
any speed and torque and can be 
produced and delivered in almost 
any quantity, SpeedWay Motors 
have been selected to do innumer- 
able important war jobs. They are 
with the United States fighting 
forces on land, on sea and in the 
air. We regret that for 
“the duration” few, if 
any, of the thousands of 
SpeedWay Motors will 
be available for display 
animation, 


1839 S. 52nd AVENUE 
CICERO, ILL. 


| market shopping baskets, 











FEATHER-WEIGHT 
MANNEQUINS 


These unusual 
figures offer 
durability and 
high quality, 
despite their 
light weight 
dan low cost. 
Designed espe- 
cially for high- 
er-type depart- 
ment store and 
specialty shop 
use. 


Write Today 
For Photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MONTREAL: Modern Display Fixtures 

460 St. Catherine St., West 











MADISONIA 
Manikin Refinishing 
795 BROADWAY NEW YORK CITY 
Management Florence Laurence 
Formerly with Cora Scovil-Vazah 
FAST SERVICE LOW PRICES 


WRIT For FREE Booklet on 


the Care of Manikins 
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THE LOS ANGELES DISPLAY SCENE 
[Continued from page 15] 
foreground two mattresses were suspended 


| above the floor by decorative wood pedes- 


tals. Other mattresses were against the 
background. An intriguing cut-out display 
of flowers in gay colors was placed against 
one mattress; a bed spread was casually 
draped across another. Plasterboard strips, 
running the width of the window on the 
background and floor, gave the mattresses 
an elongated and more attractive appear- 
ance. 

Also illustrated here is a section from 
the slack department of Bullock’s new 
“Town and Country Shop,” which is located 
in one of Los Angeles’ exclusive shopping 
areas. It is designed from ideas used in 
farmer's markets, so popular along the 
Pacific coast. The decorative treatment used 
is natural pine, with a soft green glaze on 
the exteriors of the cases and bins, and 
white interiors. The rest of the section is 
done in green and white stripes. Farmer's 
paper vegetables, 
used in such 


and signs similar to those 


| markets, all contribute to the market atmos- 


phere. 


The DISPLAY PARADE 


NO. 38 


Bulkley, Dunton Develops 
New Display Product 

“Grass Lawn” is a product recently 
veloped by the display division of Bulk 
Dunton & Co., New York City. The m 
rial promises excellent display possibili 
for all types of floor, background and 
player covering. The material is being | 
duced in rolls 52 inches wide by 15 feet |; 
Samples can be obtained by writing dirs 
to the firm at 295 Madison avenue, 
York, or 2635 South Wabash avenue, ( 
cago. 





Lengthy Sanatorium Stay 
For Displayman 

F. A. “Dusty” Rhoads, display supervisor 
for the Electric Power Board, Chattanooga, 
has entered Pine Breeze sanatorium of that 
city for a stay of several months. 





Novel Displayers 
Introduced 

The Wes-Bar Display Company, 1005 East 
13th avenue, Duluth, has placed on the mar- 
ket a number of novel display units, infor- 
mation on which will be sent on request. 


—by Tony Brinker 





RNMENT, AND DID TWO MU 





BEFORE JOINING WALLACHS, KE WAS AN 
\NSTRUCTOR IN DRAWING, PRINTING AND 
DESIGN FOR 2% YEARS AT COLUMBIA 
UNIVERSITY.. “PREVIOUSLY WE WAS DIRECTOR 
OF THE MURAL PAINTING DEPT. OF THE BEAUX 
ARTS INSTITUTE FOR 3 YEARS.. 
A NUMBER OF MURALS FOR THE FEDERAL 


GOVE 
FOR THE MAW LOBBY OF “et 8 BROOKLYN city TWALL. 


OW, By ay 
* en , _ 


AVORITE SPORT 1S TENNIS — 
WIS ROBBY, NEXT TO PAINTING MURALS, 
1S DOING WATER COLORS... HE SPENDS 
MOST OF WIS SPARE MOMENTS DRAWING 
PICTURES OF WIS DAUGUTER WHOSE 
AGE \S NOW THREE MONTHS... HE IS 
A GRADUATE OF TWE SCHOOL OF FINE 
ARTS, YALE UNIVERSITY 


LO\S 


a 
DISPLAY MANAGER, 


CLUETT, PEABODY xCO. INC, 
NEW YORK CTy 


PLANS AND PREPARES “ARROW” 
OVSPLAYS AND SERVES AS 
CONSULTANT FOR ARROW ACCOUNTS 
THROUGDUT THE UNITED STATES 
THIS NEW DEPARTMENT WAs 
CREATED TO ROUND OUT THE 
DEALERS’ SERVICE DIVISION 

Ot THE COMPANY __ 

PRIOR TO JOINING CWETT 
PEABODY, WE WAS DISPLAY MGR. 
FoR WALLACH‘S, NEW YORK ciTy. 

IN ADDITION TO H\sS DISPLAY 
DUTIES, FABRY WILL ALSO DESIGN 
INTERIOR DISPLAYS SHOW CARDS 
AND PREPARE SPECIAL PROMOTION 
DESIGNS... } 


bf 


- WAS DONE 
RALS 30 x 33 F 
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Our line this Fall is as com- 
plete as ever. Many so- 
called scarce materials still 
available. Remember that 
MAHARAM CAN FILL EVERY 
DISPLAY NEED. 


@ FABRICS 

@ LEATHERETTES 

@ CRASHES 

@FOIL PAPERS 

@ QWILT-BLOCKS 

@ PANELS 

@ ARTIFICIAL FLOWERS 
@NOVELTIES, etc. 


WE'LL SEE 
YOU AT THE 
I. A. D. M. 
CONVENTION 
IN ST. LOUIS 


N \ /S yA \ a2 Zo 
see ! os mam | 

‘FABRIC CORPORATION. 

Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


Chicago Los Angeles 
6 E. Lake St. 819 Santee St. 


St. Louis 
915 Olive St. 








Sendforthe _~AIR BRUSH 


4 GATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 





Silent Salesman 
STREAMLINE SHOW CASES 
Send for Catalog 


Detroit Show Case Co., Detroit, Mich. 














NEW MODERN VALANCES 
Improves Displays 50% 
FREE FOLDER AND 

SAMPLES 


Priced as low as 50c ft. 
Jobbers & Salesmen Wanted 


CAMDEN ARTCRAFT CO. 
160 N. Wells St., Chicago 


REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


524 S. Spring St. Los Angeles, Calif. 

















@Please Mention DISPLAY WORLD When 
Writing Advertisers 


DISPLAY WORLD 


INDUSTRIAL THEME BUILDS 
GOOD WILL 
[Continued from page 22 


the phrase on a silver scroll at the bottom 
of each window. 
in local papers called attention to the dis- 


plays the day before they broke. 


Among the displays were one showing the 
original model for the Crosley radio, and a 


| map of the direct contacts made in foreign 


lands by that company’s radio station WLW; 
another showing the intricate details of 
making a Baldwin piano; showed the 
mammoth Procter and Gamble plant, with a 
bas-relief sculpture of Pegasus done on the 
giant cake of mentioned above; an- 
other, a reproduction of the Kitty Hawk 
monument to the Wright brothers and one 
of the big plane motors the Wright factory 
produces. Other windows showed the prod- 
ucts of the Cincinnati Milling Machine Com- 
pany, along with one working machine and 
when the 
pennant. 
showed a 


one 


soap 


blow-ups of the recent ceremony 
plant was awarded the navy “E” 
The Goodall Company's display 
parade of men’s fashions for the past sev- 
enty-five years. The United States Playing 
Card Company window featured a valuable 
collection of antique and historical playing 
cards. 
The 


were gratifyingly good, and many messages 


results of these industrial displays 
were received by the firm to congratulate it 
on arranging for the displays. A week 
after this exhibit ended we again rearranged 
our windows with the diamond jewel-cloth 
backgrounds (and treatment for 


the main floor decorations) and started offi- 


a similar 


cially on our anniversary sale. 


Marquardt Appoints Four 
To Display Staff 

Howard F. Harter, manager of the display 
paper division of Marquardt & Co., New 
York City, announces the appointment of 
several assistants to the staff of Ugo Mochi, 
famous silhouettist who has charge of paper 
sculpture design for the company. Among 
those appointed are: Elsa’ Forsman, for- 
merly of Norcross, the NEA Newspaper As 
Pratt institute; Marguerite 
Burns, formerly of B. Altman & Co. 
MacLane_ Art Ethel 
teacher of craits and design, connected with 
Miss Sacker’s School of and the 
New York School of Mildred 
Bressman, formerly of Bliss Display Corpo 
Pratt institute. 


sociation, and 
and 
institute ; Lake, 2 
Design 
Display; 


ration and 

Under a new policy, Marquardt ships all 
displays completely assembled and ready to 
install. 


McNamara In Hospital; 
Berg To Take Over 

aed 7 
the East and Southwest for the 
Company, 521 South Wabash 
is in the hospital recovering 


McNamara, who has been traveling 

\dler-Jones 
avenue, Chi 
cago, from a 
very will be unable 
to make his regular fall trip. FE. J. (Jim) 
make the trip in McNamara’s 


serious operation. He 


Berg will 


stead. 


A full-page advertisement | 
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FACIL FABRIC 


PRESENTS 2 UP-TO-THE-MINUTE 
PATRIOTIC WINDOW DISPLAY 


x 


“WE WILL WIN OR DIE” 


- as \ 


we Ce eee ey 
PATRIOTIC SPECIAL No. 5 

Beautiful 36” x 54” Brown Sepia enlargement of GENERAI 
MacARTHLUR saluting the Nation! Supplied with 25 feet of 
3” red, white and blue Facil Fab Ribbon to form a frame 
Display our hero in banks, 
defense plants and service organizations to strengthen pub- 
lic morale, to urge Americans to buy War Bonds 
and Stamps, work for Victory, ete. Price complete $3.75 

(We donate part of proceeds to the 

Army Emergency Kelief Fund.) 


store windows, interiors of 





INDEPENDENCE SPECIAL No. 7 
beautiful 36° x 48° enlargement of the 
DECLARATION OF INDEPENDENCE, two 
15” x 20° photos of President Roosevelt and Genera! 
MacArthur, three 12” Facil Fab Fireerackers, two 36” Facil 
Fab Firecrackers and 25 feet of 3” Facil Fab Tricolor 
Ribbon to make frame 
36" x 48” Declaration of Independence 
15” x 20” Photo of President Roosevelt 
15” x 20” Photo of General MacArthur 
$12” Firecrackers (@ 10 ea. 
36° Fireerackers (@ 1.75 ea 
s” Facil Fab Tricolor Ribbon 


Consists of a 
excellent 


Total 2 
Complete Unit, SPECIAL PRICE $9.75 


Send This ORDER BLANK 
TO YOUR NEAREST JOBBER OR DIRECTLY TO 


FACIL FABRIC CORP. 202." \ 


New York City 
Please send: 


sets of Patriotic Special No. 5 @ $3.75 
sets of Independence Special No. 7 @ 
” Firecrackers (@ $4.80 
Firecrackers © $6.60 
Firecrackers (@ $21.00 


doz. 12 
doz. 18” 
doz. 36” 
NAME 

ADDRESS 

SHIP VIA 
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The Play World 


RRR 9 By BARBARA BARR 





THEATRE 


The Drama Critic Circle, 
cently, that no American 
deserving of a prize this year, and chalked 
Displaymen, 


meeting re- 


voted play was 


this down as a bleak season. 
viewing the 
might be inclined to feel differently. If no 


been 


year's offerings professionally, 


unusual strides forward have made, 
displaymen might still endorse several musi- 
cal comedies and plays for their originality 
and integrity of design. 

Jo Mielziner might easily be the recipient 
His new 
but they have been brought to the works he 
that 


sets 


of such a prize. devices are not 


designed this year with a_ freshness 
displaymen will find inspiring. In his 
for the Ballet Theatre production, “Pillar of 
for example, Mielziner used the gauze 
from in 


when lit 


Fire,” 
drop (which is when lit 
front but 
behind) to show in 
house. At first the audience 
front of the The 
as the dancers enter, and the dance 
continues from but, bob- 
binet cloth of which the drop is made cre- 
haze, the illusion of looking into the 
In the sec- 


opaque 
virtually transparent 


from one scene the ac- 


tion in a sees 
only the 


changes 


house light 


within since the 
ates a 
Without 1s given. 
Mielziner places the 

a drop which has 
cloth not 
when the 


house trom 


ond act forest scene, 


bobbinet cloth in tront 


trees painted on it rhe only 
effect of distance, but 


they 


gives the 


dancers go behind it seem to merge 


with the trees of the painted forest. 


Mielziner 


touch in his 


employs this same lightness of 
for the 
Forward.” 


charming sets musical 
“Best Foot The 


gymnasium setting is the focal scene. It is 


comedy hit, 


notable for its two towering totem poles in 
papier-mache ot baseball and football play- 
pictured. When the 
the scene of the prom the effect of a gala 
drop curtain of 


ers, as gym becomes 


occasion 1s added by a 


glass-spangled filmy green net. 
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The set for a “Room at the Eagle Hou 
an old-fashioned hotel, is given a whims 
touch by its use of stylized properties. 

i gas lamp and table constructed 
papier-mache are sawed in half and joi 


Is, a 


to the wall, and a painting of an eagle 

golden frame is just an indented conti: 
tion of the flat. Another flat of the « 
rior of a boys’ dormitory 

going on and off on the third floor. Rat 
than cut out a window, Mielziner uses | 
nescent paint that glows when a light is 

on it. 


shows a 


The curtains in “Best Foot Forward 
interesting. Little playing 
blocked on the opening curtain of tan. \ 
changes there is the same 
tern on a curtain. Another 
representing the hall outside the girls’ 


also boys 
the scenery 
green curt 
mitory, has two coachmen’s lamps applig 

to it in gold thread. 

Watson Barrat’s set for “Yesterd: 
Magic,” the Theatre Guild play 
Emlyn Williams (of “The Corn is Greet 
fame), is a splendid example of a functional 
set. It is the 


new 


rooms of an old actor, as 


played by Paul Muni, situated in the heart 
of London and near enough to Covent Gar 
den to hear the When the 
meets with refuses to 
leave the rooms, 
and the 
accomplished by 


music. actor 


temporary success he 
so his daughter redecorates 
change from poverty to affluence 
a skillful use of chintzes 

very interesting. 


Gas lamps seem to be a necessary ad 
junct to this 
\vres and Abe Feder, who collaborated 
the thriller “Angel Street,” 


and them even 


1 


melodramas year. Lemu 


have join 


forces used more dramati 


cally in spine-chilling “Autumn Hill.” Her 
the light t 
orange ball of a lamp that 


New 


flares up and down in a gr 
hangs ovet 


stairs in the England house where 


—Two of the settings for the exhibition of 
contemporary apparel, featured at the Metro 
politan Museum of Art, New York City, from 
April 22 through June. (Photographs by cour 
tesy of the Museum.) . At left, a scene 
from George Abbott's "Best Foot Forward 
with settings by Jo Mielziner. Note the “toten 
poles'’' composed of papier mache athletes— 
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takes place. Another lamp has a bright 

en shade and a third has red flowers 
ited on the white china. These lamps 
ch can be lighted electrically now are 
colorful, and responsible for a large 
portion of the drama that takes place at twi- 
light on Autumn hill. 
he red-headed Day family has been 
rving on now in “Life with Father” since 
November, 1939, but displaymen who want 
to do some accurate research into the &0's 
still recommended to go see Howard 
and Dorothy Stickney being very 

as father and mother in the days 

a house on Madison avenue and 54th 
Stewart 
Chaney, who has designed a very lovely set, 
uses a flat painted to damask, 
little gilt-frame 
ebony 


street was a home in the country. 


resemble 
pictures, sculp- 
tures with feather 
on either side of an imposing fireplace, and 
lots of fringe on the table cloth. 


loads ot 


bases, bouquets 


The American Youth Theatre’s revue, “Ot 
V We Sing,” 
type of production. The revue 


is this season’s advocate of the 
no-scenery 
depends entirely on lighting and occasional 
props. The props, however, are quite inter- 
esting, especially the pearly gates to heaven 
constructed of wall board in curving lines 
and painted white. 


THEATRE ARTS WING 


Critics, dour on the subject of the stage 
this season, have all agreed that Broadway 
created one brilliant hit in 1942—the Amer 
ican Theatre Wing Stage Door 
which rang up its curtain on March 2 to 
play host nightly—from 5 to midnight—to 
an average of 2,000 service men of the 
United Nations. The American Theatre 
Wing War Service represents professionals 
and workers in all allied fields of entertain- 


Canteen 


ment, and the scenic designers, artists, pho 
tographers, and = caricaturists have been 
among the most eager to make the Canteen 
a bright spot in the boys’ visit to New York. 

Situated across from Shubert alley on 44th 
street, the Canteen was, vears ago, a night spot 
called the Little Club. Voluntarily repainted, 
decorated, and furnished, it’s now a very dit- 
ferent place. Soldiers troop down the stairs, 
the walls of which striped in 
pastel pink, blue, and white, past photo 


murals of the stars of the stage, and into 


have been 


a foyer bright with murals by the Cartoon 
ists Irma Selz, Don Freeman, Abe Birn- 
baum and Al Herschfield. The 
proper has a gallery on two sides along 


canteen 


the dance floor. 
eled with 


These are completely pan- 
murals painted by the leading 
scenic designers. <All, of course, have as 
their subject the theatre. Painted with great 
freedom and boldness they light up the large 
room and are amusing as well as decorative. 
They range from Raoul Pene du Bois’s near- 
Mielziner’s 
hearsal and Carl Kent's powerful painting 


abstraction to study of a re 


' 


ot an orchestra leader. Plans are being 
Projected tor opening similar canteens in 
Philadelphia, Washington, and 
ton have been named, and while it would 
hard to equal the variety and quality of 
rformance — that 
en, and 
htly, the Canteen has 
isure that it 
es throughout the nation. 


ther cities. 


entertainers of stage, 
putting on 


much 


radio have been 
given so 


should be carried on in 


DISPLAY WORLD 


METROPOLITAN RENAISSANCE 

Under the great 
the Metropolitan Museum's great hall, be- 
side the silent sphinxes, stands an exciting 


white marble dome ot 


new exhibit representing the first complete 
collaboration of New York's top designers 
and fabric manufacturers with the Metro- 
politan. 
Renaissance art as a 


Using the museum's collection of 
theme, ten 
houses have designed dresses tor today in 
the spirit of the period. 
the mannequins and the three golden pavil- 
lions on which the twenty-eight mannequins 
The pavillions are circular, with 
slender Doric columns, as pictured. In the 


leading 


Tom l ce designed 


are shown. 
center pavillion is a cast of the famous 
statue of St. George by Donatello, and the 
two end pavillions have casts of statues of 
David and Bacchus after the school of Mi- 
chelangelo. Radiating from the figures in 
the center, the floor is a pattern of black 
and white squares suggesting the paintings 


of | cello. 


STREAMLINED CIRCUS 


\ blue haze hangs over the Garden, pin- 
pricked by sharp spots of purple light shin- 
ing on the center ring of white sawdust, and 
occasionally shifting to pick out little silver 
figures shining in the pink and blue ropes, 
high above the dark arena and the thou- 

This is the 1942 
Barnum &« 
circus—a show ot unusual beauty that has 
parted with traditions that have been ac- 
cumulating from the days ot 
Ringling. The circus in Madison 


sands of up-turned taces. 


Ringling Brothers and Bailey 


Rome to the 
days ot 
Square Garden this year was streamlined by 
Norman bel Geddes and John Murray An- 
derson. They have not done away with the 
three-ring show but have made it a spec- 
tacle of smooth-running wonder and precise 
managing. and this mostly through the 
medium of lighting. 

To begin with, the sawdust in the Garden 
has a color scheme—it is blue with a white 
ring in the center and the two end rings 
red. The aerial rigging, the trapezes, rings, 
web, and flying return are the same as they 
have ever been, strong manila hemp, but 
with pastel pink and blue lights playing on 
them they have been transformed. 

For the displayman, this new circus has 
many daring ideas. The bunting, for exam- 
ple, draped around the sides of the arena, 
is of painted canvas, red, white, and blue 
stripes, but the original note is the white 
stripe, a sweeping scroll-work pattern. 

The grand parade has been transtormed 
to a “Parade of the Holidays,” from New 
Year's day through Christmas. 
valentines the size of window displays with 
peeping from behind the 
A St. Patrick's day con- 
includes a 


Floats show 
living figures 
papier-mache lace. 
tingent in green huge pot of 
green four-leaf clovers from behind which 
peer pretty 
human Easter bunnies, wonderfully soft and 
and 5 teet tall. In the Christmas 
number, as the Garden fills with the sound 


faces. The parade includes 


vellow 


of chimes the ground shakes and out come 
Donner, Blitzen, and Vixen of the “Night 
Before Christmas” —elephants all—with great 
white plaster antlers fixed on their heads. 

The elephants appear again in a ballet 
with choreography especially for them by 


(seorge Balanchine and music by Igor Stra- 


 Cutawt 


CUTS THE COST OF 
ALL CUTOUT WORK 


For Stores — Sign Shops — 
Display Studios — Theatres 
—National Advertisers, etc. 


Write for Complete Informaton 


INTERNATIONAL REGISTER CO. 


2624 W. WASHINGTON BLVD. 
CHICAGO, ILLINOIS 








SAVE TIME and do a 
better job with the new 


TYPE CBC 


background 
display 


Pusel 


Ideal for 
work, painting 
material, booths, refin- 
ishing signs and many 
other jobs. 


The greatest value in a 
light duty spray gun ever 
offered. It’s easy to use, 
light weight but sturdily 
constructed of highest 
quality material Has 
features found on many 
higher priced guns. De- 
livers perfectly atomized 
spray with oil paints, 
lacquers, enamels, ca- 
seins, ete. Operates on 
small compressors. Order 
direct or from — better 
Artists’ Suppli's & Pain: 
Stores. 


Type CBD Airbrush with tan 
and round spray $6.50 


detailed intor- 


aireaps, only 
FREE 
4 
484 New Bulletin FC5-42 gives 
mation on Paasche Airbrushes for sign and display us 


complete units for every job. 


Qasche Kirbuush be: 


i911 DIVERSEY PARKWAY CHICAGO, ILL. 
In Canada: The Hughes Owens Co., Ltd., Montreal 
The Art Metropole Co., Ltd., Toronto 








COSTUME, PATRIOTIC, PERIOD and 


Latest Style WIGS 


AT POPULAR PRICES 
Also Complete Line of Wiggers Supplies 
ARRANJAYS WIGS 
32 West 20th St., Dept. D, New York City 
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vinsky. They are costumed in enormous BALLET rose tent poles from which swing guy-r 
pink skirts with pink bows on their heads Ringling Brothers and the Ballet Russe and large red, white, and blue boxes. 
and preceded by ballet girls in fluffy pink. aye no monopoly on the ballet, it would ™ost original note in the costumes was 
Any account of the greatest show on earth seem. The Dance Players, a very alive and combination of medieval coats of arms 
this year must be sketchy; the quantity of | very American ballet company under the the tights and costumes of the aerial a 
eye-filling spectacle is too great. But as direction of Eugene Loring, opened recently and clowns. The whole conception is 
the circus moves across the country, the with a new novelty circus piece called jewel-box type of circus, with wide us 
displayman is urged to see it in its new “Jinx.” The artist consultant, George 30ck- shining striped taffetas, silks, creamy p 
dress. All the old acts, by the way, from man, has designed pleasing circus costumes and bright yellows. 
sword-swallowing to the triple leap have and an appealing set, consisting chiefly of rhe Dance _Players excel in Wes 
been preserved. great gold curtains, edged in old rose, two SC&Nes and their best-known number, “ 
the Kid,” shows a flat with four great « 


receding against a brown desert. An 
number, “Prairie,” was designed by 


well-known artist, John Stuart Curry, 
Op DOR I U %ey fl E t 4 KCHAN GE uses a drop that suggests endless wav 


desert sand and bright blue sky. 

















DISPLAY MAN! CUTAWL FOR SALE 


K6 Cutawl in usable condition, $20.00. 
California department store, enlarging Questions Py, | 
their quarters and staff, needs capable SWERN & COMPANY 
man to take over women’s fashions, chil- Att.: John Scott A 
dren’s wear, shoes, vardage and house- HAweA 
wares windows. Some art work and let- piseeesnisscieni 
tering would be advantageous but not 
necessary. Salary $175 to $210, according how to make Question: Do you have any information 
to ability. Permanent. Give full partic- cut grass; grass cloths; renew grass mats; palm available pertaining to the scientific course 


ulars. All answers strictly confidential. trees; artificial flowers; colored shavings, cork; ee Pe SAG es CE I aa ee 
colored pebbles, stones; rust-proof metal fixtures ; = . amouflage tor de tense as mention d in 
show card paints; cardboard; make old ones new The Play World” column in the April 


“ea 99 
Address 3; R. again; art gum erasers; bendable, unbreakable issue 2—Elkhart, Ind. 


: ' : substitute glass; instructions 50c each. 
Care DiIdEL, OR ) . . 
are DISPLAY WORLI G. Jentzen, 11 Columbia Ave., Jersey City, N. J. 








Answer: Tom Lee, display director for 
Bonwit Teller, New York City, who is par- 
ticularly interested in this work, advises: 


MUST SELL IMMEDIATELY — Entire stock CREATIVE DISPLAY TRAINING in all “Regarding the Scenic Artists Group who 
colored brush fibre display material. Made like branches, including Windows, Interiors, Back- are ing Cz age j Jew York y 
large colored bottle brushes, all 3-inch diameter rounds, Store Pesate. Exhibition Booths, Model wi studying camouflage in New York, they 
and in lengths 12, 18, 24, 30, 48, 72 inches. 14 Buildin | Showcards; also Retail Sales Promo- are a self-governed group who joined to- 
popular pastel colors. An ideal buy for store or tion and Advertising Layouts. Moderate tuition. sether for i - rs “hose as a5 
jobber. Priced very low for cash. Free Placement borses. Request Booklet “DW.” gether for this purpose and chose as their 
C. DINLOCKER DISPLAY INSTITUTE | ail lth tin Me ale Mel at os 
338 S. Camac St. Philadelphia, Pa. 3 East 44th St., New York MUrray Hill 2-5567 | | "°° ted with the New York school ot Ve- 
sign. 
“However, there are various groups in 
POSITION WANTED—Have been steadily em SALESMEN—JOBBERS— | New York studying under different teachers. 
ployed as advertising and display manager for DISPLAY MEN | The WPA is also giving a special course in 


1 number of years. Capable of writing cards ; f ‘ 
also. Good reasons for wanting to change. to handle a popular line of wide background | conjunction with the government. Chese, I 


Minimum consideration, $45 per week. Will papers, panels, panoramas A a ae ; 
sap aga PP lade nse ; believe, are country-wide and information 


swer all replies elaborating on my qualifications } 
Address “A. E.” —_ ay i co. regarding them can be secured through the 
, cedtihacutmane ispla vision +. ERTS - . ey ee 
Care DISPLAY WORLD 426 BROADWAY NEW YORK, N. Y. | | Offices of civilian defense in the different 
cities, or perhaps by contacting recruiting 
headquarters.” 


te tee oh bh pat he — Bsa Sol CORRESPONDENCE INSTRUCTION—In Win- | ——— 

ackgrounc esign; Merchandisin eas; Ex- i isi iti : ° Ts , 9 : > ar} 
hibition Displays; Show Card Wetting; Adver- agli mira amecarae been Nena Question: Will you kindly list the various 
tising Copy and Layout. Personal Training— over 20,000 graduates in nearly every country in 


Individual Advancement. No Correspond wget . ; . oat , 
Courses. William F. Ray, President, gg mee the world. New graphic instruction and new | States army, together with a description ot 


Williams, Director, formerly editor of Merchant short courses now available at special prices. ‘ir respective insigne 2— rque 
ined gal Gee Widen aes ee —— Write for catalog. THE KOESTER SCHOOL, | | their respective insigne ?—Albuquerque. 
116 S. Michigan Blvd., Chicago, Box 305. 300 W. Adams St., Chicago, Ill. | Answer: The lowest rank among com- 
missioned officers of the army is that of the 


second lieutenant, who wears a single gold 
HOME STUDY COURSES in Window Display ADVERTISING—-HOME STUDY—The Adver- | | har on each shoulder. The first lieutenant 


and Show Card Writing now offered at Filet tising Minded Displayman is qualified to make ee ee ernie: : ea Rees i Se 
reduced prices. New, io-tdeen authoritative, the most money. Many have graduated from a silver bar; captain, two silver bars ; major, 
clear and cumprehensive. Every detail of this long-established school. ommon school | a gold leaf; lieutenant colonel, a silver leat: 
the work fully illustrated and explained by education sufficient. Send for free booklet out- . races esd ; foankiae °¢ , 
former instructor at The ‘Chicago Display lining home study course and requirements. | colonel, silver eagle; brigadier general, on¢ 


School.” Write for information. PAGE-DAVIS SCHOOL OF ADVERTISING silver Star : major general, two silver stars; 
WILL H. BATES, Box 101, Ellsworth, II. 1315 Michigan Ave., Dept. 266B Chicage | | heutenant general, three silver stars; gen- 














instructor Baron Cherkasoff, who is con- 




















ranks of commissioned officers of the United 











eral, four silver stars. 








POSITION WANTED BY USE THE | Question: I am bidding on a_ contract 


ASTUTE DISPLAYMAN OPPORTUNITY EXCHANGE | which calls for a papier mache form backed 


Fully qualified by 20 yrs. exp. as displayman | up with plaster of Paris. Although I have 


tor some of the larger high-grade and popular : i imi i 
priced department stores. A producer ot highly Per Say WAST AP Guage: | been making up somewhat similar things tor 


Tim dna POSITION WANTED _ POSITION VACANT | | use elsewhere, the conditions make it neces- 
Seine tea pili. spent th mga | sary to change my methods slightly. I will 

Care 1312 Huestis Ave. | work with plaster of Paris moulds into 

Fort Wayne, Ind. $2.00 Per Column Inch — CASH WITH ORDER | | which I will first build up my paper thick- 

ness, using Kraft paper, and then use a thin 
layer of plaster of Paris, after which same 
WANT ADS—Of all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch, | will be immediately removed from the mould 
cash with order. June forms close June 11. and placed in a drying room or oven. What 
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is best to use to insure non-adhesion to the | 


mould? What glue is best suited for build- 


ing up the paper layers? Can I dope the | 


plaster of Paris to slow up the setting a few 


minutes? Will also appreciate any informa- | 
tion on the drying room or oven most suited | 


for this purpose.—Gadsden, Ala. 


\nswer: To prevent adhesion to the | 


mould, paint it with a mixture of pulverized | 


stearic acid, obtainable from a paint store. 
This should be dissolved in hot kerosene— 
heating this in boiling water instead of over 
a flame, of course. Make the mixture of a 
“slushy” consistency and apply with a brush. 


In making up the paper layers, soak the 


paper in a good rye paste, rather than using 
a glue; the latter has a tendency to stiffen. 
The first sheet would be moistened with 
water only, instead of paste. 

Regarding slowing up the setting of plas- 


ter of Paris, this can be done by adding a | 


solution of alum and water to the plaster, 
but it weakens the plaster. You may have 
been getting old plaster, as new plaster will 
stay “open” for about twenty-five minutes. 


To dry this type article, a big cupboard | 
with a gas stove in it can be used success- | 
fully. Provision should be made for a vent | 


to carry off the moisture, however. 


Question: Would you be kind enough to | 


furnish me with information as to where | 
can buy luminous paints? Due to the new 
order in this city the window lights are 
turned out every evening at 6 p. m. I want 
to work out some idea with a luminous 
painted design in my windows that could 
easily be seen at night and yet not throw 
any light into the street—Savannah, Ga. 
Answer: There are two different ways in 
which you can have a luminous design of 
this type. The first is by using fluorescent 
paint for the design; this must, however, be 
activated by ultra-violet light, or black 


light, in order to be seen. The other method | 


is by using luminescent paint, which stores | 


up energy from sunlight or artificial light 
and then is visible after the light is extin- 
guished. Both this type of luminous paint 
and the fluorescent kind depend on the de- 
gree of darkness for the amount of visibil- 
ity; the more intense the darkness, the more 
they are visible. Sources for each type of 
paint, and for black light units, have been 
sent you. 


Question: Will you please inform us where | 


we can obtain government war posters ?— 
Columbus, Ohio. 

Answer: Write for these to the War De- 
partment, Washington, D. C. They will see 
that your request reaches the proper indi- 
vidual. You might bear in mind that prac- 
tically every government department has 
posters of its own available. Posters fea- 
turing America’s national parks, for in- 


stance, can be had from the Department of | 


the Interior. 





Centennial Anniversary 
For Dazian's, Inc. 

This year marks the hundredth anniver- 
Sary of Dazian’s, Inc., display and theatrical 
house, of New York City. The firm was 
formed in 1842 by Wolf Dazian. Emil 


Friedlander, who started with the organi- | 


zation in 1900 as an errand boy, is now presi- 
deni 
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TWO time-savers for Display and Sign Men are 
the Hansen BLUE-LINE Tacker and the Hansen 
Vest-Kit. Combined, they improve and speed up 
display and sign tacking. 


The Blue-Line Tacker—the latest Hansen design 
—is a well-balanced, easy-to-grip unit, with the 
added feature of an easily removable Take-up 
Jaw. This feature improves Tacker performance. 
So ee Provides easier inspection. 


Hansen VEST-KIT fits the vest pocket and pro- 
vides a ready, convenient supply of staples. Used 
in combination with the Hansen Tacker, it saves 


time, steps and staples. INVESTIGATE! 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. CHICAGO, ILL. 

























See our New and Exclusive 
Line of HEADS, BUSTS, 
FLOWERS, etc. 


STUDIO 


333 Fourth Avenue, New York City U Telephone GR 3-7242 

















ORIGINATORS OF LOOSE 


LAWN GRASS 
FOR WINDOW FLOORINGS! 


Dyed to match your color schemes. Made 
from soft wood turnings. 


display fixtures | | one Bac COVERS APPROXI- 
ROOM X-5 1. A.D. M. CONVENTION MATELY 75 SQUARE FEET 
We also specialize in Dyed Sand, Marble 


Standard Fixture helps solve your : ; ; 
display problems for the duration! | — oo Chips. Fancy and Tropical Sea 


There's no scarcity of selling ‘ P , 
ideas here——come ond see our com- Write Us for FREE Samples and Price List 


plete line of Fixtures and Mannequins. BONAFIDE DISPLAY AND 
STANDARD FIXTURE | DECORATIVE CO. 


DALLAS, TEXAS | | 655 Sixth Avenue New York City 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
[) Pageants & Exhibits 
[) Plaques (Window) 
() Papier Mache Specialties 
L) Photographic Blowups 
() Plastics 
L) Price Cards—Tickets 
() Price Ticket Holders 
(j Sale Banners 
CL) Socks—Window 
() Show Cards 
() Show Card Colors 

Show Cases 

] Show Case Lighting 
() Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Wall Board 
L) Wigs 

(J Window Lighting 

[) Do you wish a copy of their catalogue? 
{) Do you plan to remodel your store soon? 
(J Do you plan to build a store soon? 
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L. L. Baum was named display manager 
for the new Oklahoma City store of Madan- 
sky Brothers. 

For the first time in history, the display 
windows of B. Altman & Co., New York 
City, were not curtained at night. The occa- 
sion was a special battery of displays en- 
couraging recruiting. 

Ben J. Millward, Mannheimer Brothers, 
St. Paul, was elected president of the Twin- 
City Display Club. 

The Charleston, West Virginia, Associa- 
Men held a banquet which 
was attended by more than 300 local mer- 
chants in addition to the club members. H. 
C. Burkheimer was president of the club. 

William D. Findley became display man- 
ager for the Keller Company, Muncie, Ind. 

P. C. Miller took over the display depart- 
ment of S. H. Heironimus Company, Roan- 
oke, Va. His former position at the J. R. 
Milner Company, Lynchburg, was filled by 
J. M. Ellis, who had been with The Myers 
Company, Greensboro, N. C. 

William Kinderman 
manager for the Everett Department Store, 
Everett, Wash., to take a similar position 
with J. F. Stampfer Company, Dubuque, 
lowa. 

David H. 
for the W. E. Martin Company, Louisville. 


tion of Display 


resigned as display 


Scholl became display manager 


MAY, 1932 

Men's Club 
the following Edward Sherman, 
Kennedy's, president; Hy Bluestein, Wil- 
vice-president; Walter J. Kelley, 
treasurer, and John J. Waite, secretary. 

Thirty exhibitors had signed up for con- 
vention space at the Chicago convention of 
the International Association of Display 
Men, set for June 6-9. 

Samuel Friedman, formerly display man- 
ager for J]. Black & Sons, Birmingham, and 
with Macy's, New York City, joined the 
Textile High School, New York City, as an 
instructor in display, card writing, and de- 


The Boston Display elected 


officers : 


bar's, 


signing. 


WA. 


Bergy, formerly in charge of dis- 
play for Schroeder Brothers, Battle Creek, 
Mich., joined E. H. Clarke & Co., of the 
same city, as interior decorator and man- 
ager. 

W. L. Fryman, who had been with the 
Rike-Kumler Company, Dayton, for the past 
nine vears—the last four and a half as as- 
sistant display manager—resigned in order 
to take display for Mearick- 
Ames, Inc., also of Dayton. 


charge of 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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Adler-Jones Co., The 
Arranjay Wig Co. 


Barron & Associates, J. E. 
Becker Sign Supply Co. 

Bliss Display Corp. 

Bonafide Display & Deco. Co. 
Brenan, L. M. 

Bulkley, Dunton & Co. 


Camden Artcraft Co. 
Carstenite Sales 


Chicago Cardboard Co. 


Decorative Plant Co. 
Detroit Show Case Co. 
Display Mannequin, Inc. 


Eaton Brothers Corp. 


Facil Fabric Co. 
Flame-Glo Co., Inc. 


Garrison-Wogner Co. 
Greneker Studios 


Hansen Mfg. Co., A. L. 
Helms Chemical Co. 
Hollywood Fashion Figures. . 


International Assn. of Display Men 


Inside Back Cover 


International Register Co. 


Kaufman Studios, Ellen 
Korrect-Way Display Products 


Inside Front Cover 


Madisonia Mannequins 
Maharam Fabric Corp. 
Manhattan Wood Letter Co. 
Marquardt & Co. 
Merkle-Korff Gear Co. 
Mileo, P. C. 

Mitten Display Letters Co. 


Opportunity Exchange 


Paasche Airbrush Co. 
Photo-Switch, Inc. 


Redikut Letter Co. 
Reyburn Mfg. Co. 


Schack Art. Flower Co. 

Shoe Form Co., Inc. 

Speedway Mfg. Co. 

Standard Fixture, Inc. 

Stensgaard & Associates, Inc., W. L. 


Thayer & Chandler 
Transparent Shade Co. 
True-Tree Studios 


U. S. Plywood Co., Inc. 


Wel'don Art Panels 
Wesbar Display 
Williams, Inc., Jas. B. 
Wold Air Brush Co. 
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Victory 


_ DISPLAY PLAN 


The Most Important Convention 
in the History of Display 


Never before has the Display profession had a 
greater responsibility—or opportunity—to prove 
its worth. There's a War to be won—and we've 
all got a job to do! Learn the important part 
you will play in America's All-Out Victory effort. 
It's your patriotic duty to attend this Conven- 
tion—you can't afford to miss it! 


& 
teen ene kn” 


) INTERNATIONAL ASSOCIATION OF DISPLAY MEN 
4b “ANNUAL CONVENTION 


SWWE 28 to JULY Ist HOTEL JEFFERSON 5T LOUIS, MQ. 


























SROUNT LEVATOR BANKS BALCONY RAILINGS MARQUEES 











VICTORY FAN DRAPI 






Made of heavy LUSTRE-DYE TAFFETA. . Color Fast .. Washable .. Gold 

Color Bullion Fringe... Reinforced Heading ... Brass Eyelets... Exclu- 

sive ‘Color Penetration Process'' Guarantees Perfect Color Both Sides. 
8 Feet x 3 Feet 





































